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- winning praise and protiks 
Zor APEX DEALERS everywhere! 


Read what dealers and users are saying= 


® “It is hard to believe any automatic ® “I do not believe I have ever 
washer could be as service free as seen my clothes look so bright and 
the Apex—I’m 100% sold on the clean since they were new’’—says 
Apex’’— says Dealer A. User C. 
@ “I'd recommend an Apex to anyone @ “I know I will enjoy the many 
and we are for the first time mak- work-saving features of my Apex. 
ing money in the automatic washer I am the envy of all my neighbors!” 
business’— Dealer B reports. —says User D. 


MOST ECONOMICAL OF ALL AGITATOR-TYPE AUTOMATIC WASHERS 


ete’ ss 1. Saves 50% on Hot Water 
i and Detergent 


2. Saves 42% on Fabric Wear 
3. Saves 33% on Electricity 


4. Saves on Service—gearless, 
vibration-free 


APEX Sabot. Secbor EVENT 


A SENSATIONAL APEX SPIRAL DASHER PREMIUM 
THAT WILL MAKE SALES CLIMB WITH THE TEMPERATURE! 


Here’s an action-packed washer promotion that’s specially designed to increase store 
traffic during the hot summer months. It’s temperature-timed to make your sales and 


profits go UP! 


There’s a valuable gift that the children will love plus another big premium for 
the budget-minded housewife—both timed 
perfectly for the summer season. It’s a Double 
Bonus Offer that will prove irresistible to the 
buying public and triple your washer sales. A 
complete lineup of hard-hitting point-of-sale 
materials is available to help you make your 
Apex Sales Sizzler Event a profitable success! 


HURRY! This offer is for a limited time only... 
Get complete details from your Apex Distributor today! 


APE HOUR-SAVING APPLIANCES 


The Apex Electrical Manufacturing Company « Cleveland 10, Ohio 
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~ With A WESTINGHOUSE 
You’ve Got The BLUE :- 
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Above — MODEL UFG-85 ... 8', 
cubic-feet, 297-lb. capacity. Only 28” 
wide... Roll-Out Freezer Drawer, 
Cold-Saver Inner Doors, Freez-File, 
Guard-Lite. Most convenient kitchen- 


sized Freezer made. 


Center— MODEL UFE-180 ... big 
18 cubic-foot capacity, holds 630 Ibs. 
Only 36” wide, Cold-Saver Inner Doors, 
Freez-File, other top Westinghouse 
convenience features. 





FROST. FREE 
REFRIGERATORS 


COOK-N-FRYER 


2 














Be Modern ... 


Use a Food Freezer! 


Right— MODEL UFG-120...12 
cubic-foot fortress of cold. Holds 420 
Ibs., only 32”. wide. Cold-Saver Inner 
Doors, Freez-File, Guard-Lite, Roll-Out 
Freezer Drawer. Ideal size for the 
average family. 


UPRIGHT AND 
TANK CLEANERS 


ROASTER OVEN 


























You CAN BE SURE...1F ITS 


Westinghouse 


MOBILAIRE 
FAN ° HOME FREEZERS 


UPRIGHT 
AND SINKS 
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ELECTRIC DISHWASHERS 
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Feature-Packed Models to fit every 
Family Need... Every Budget! 















1954 OuriooK EVEN BRIGHTER, 


FREEZER Franchise 
J CHIP Line! 















@ Big Space—Timely—Hard-Selling 
@ Magazine Ads Newspaper Advertising 


@TV Demonstrations by 





@ Mass Demonstrations 
Betty Furness on Featuring “Freezin’-Season’ 


Westinghouse Studio One Prospect Parties 
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Electric Water Heaters, 
30 to 80 gallons capacity, 
upright and tabletop mod- 
els. Fully automatic with 
glass-lined tank and other 


exclusive features. 
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water heater 


A. O. Smith, world’s largest manufacturer of glass-lined 
: products, designed and perfected the first glass-lined water 
heater over 14 years ago! Many of these initial instal- 
lations are still giving clean, rust-free hot water. Since that 





| pioneering start, Permaglas water heaters have been 





proved rust-proof in well over 2,000,000 homes! 


‘ 
# ; When you sell Permaglas 


you sell the water heater most in demand! 


Write for the facts to 





AO.Smith 


ome © RAT FO ON 








Gas Water Heaters, size for every 

need. AGA approved models available Permagias Division, Kankakee, Ill. + International Division, Milwaukee 1 
for all gases in 20 to 65 gallons capacity. Licensee in Canada: John Inglis Co., Ltd. 

Glass-lined with all exclusive features. 
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Business Quick-Check 


SALES, appliances, radio-TV ($millions) 





THE SHORT 
TREND 


Preceding 
Month 





337 326 317 UP a 
































DEBT consumers owe on appli.-radio-TV ($millions) 260 261 242 SMALLER 
FAILURES of appl.-radio-TV dealers 44 48 22 FEWER “i 
RETAIL SALES total ($billions) 14.2 13.9 14.3 uP ww 
DEPT. STORE sales index (1947-'49 = 100) 109 :. 117 DOWN %S 
PERSONAL INCOME annual rate ($billions) 282.0 282.4 282.7 DOWN % 
LIVING COST index (1947-'49 = 100) 114.6 114.8 113.7 DOWN %S 
SAVINGS of consumers, annual rate ($billions) 20.0 19.3 17.7 uP wo 
HOUSING starts (thousands) 110.0 97.0 111.4 UP a 
AUTO output (thousands) 494.2 533.4 545.8 DOWN % 
UNEMPLOYMENT (thousands) 3,305 3,465 1,306 BETTER 





RENDS 


Consumer purchases of appliances on time are still lagging. Don't 
be confused by news stories reporting a slight rise in consumer in- 
stallment credit during April. They’re accurate insofar as they go 
but they cover all sorts of consumer credit. In April, for example, 
personal loans rose sharply so that total installment credit was up 
about nine million dollars. But installment credit for consumer 
goods other than autos dropped 32 million during April. Total con- 
sumer credit jumped $179 million in April but $170 million of this 
was in noninstallment credit (single payment loans, charge accounts 
and service credit). 





Keep these figures in mind and then take a look at the personal 
savings figures in the chart above. The latest figure is 20.0 million 
for the first quarter, up over both the third and fourth quarters of 
last year. A tendency to save rather than buy and a tendency to 
cut down on buying appliances on time are spelled out in these 
figures. ‘hese trends bear watching. 











Over the past five years direct selling by distributors and fac- 
tories has risen sharply. Best way to check that statistically is to refer 
to NEMA’s annual breakdown of freezer, range, refrigerator and 
water heater sales by type of outlet. NEMA lumps these direct sales 
under this head: “Apartment house, builders, contractors, govern- 
ment — direct sales by distributors and factories only.” In the five 
years from 1949 to 1953 this figure has risen for each of the four 
products. In 1949, for instance, 7.6 percent of refrigerator sales went 
through these outlets; in 1953 12.5 percent were sold this way. The 
1949-1953 figures for other appliances are similar: for freezers the 
figures are 4.9 as compared to 7.8, for ranges 3.5 compared to 8.9, 
and for water heaters 3.0 compared to 8.5. 








The dealer’s ultimate role in the kitchen business remains unde- 
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(Sources, in order: Dept. of Commerce, FRB, Dun & Bradstreet, Dept. of Commerce, FRB, 
Dept. of Commerce, Bur. Labor Statistics, Council Econ, Advisors, BLS, Ward's Auto 
Reports, Census Bureau) 


termined —as we pointed out here several months ago. But this does 
not mean that the kitchen business is necessarily going to stand still 
until the appliance dealer makes up his mind. Last month, for 
example, one kitchen cabinet firm announced that it had been 
“successfully” franchising floor covering dealers in the southeastern 
area of the country. Why? Such dealers were already handling “‘in 
the home” merchandise, their installation crews could learn to han- 
dle cabinet work, their trucks could be used for cabinet delivery, 











and flooring dealers were looking for additional revenue. It’s obvious 
that appliance dealers have the same qualifications. Just as impor- 
tant at this stage of the game is the fact that discount operators do 
not have the “in home” contacts, the installation crews or delivery 
facilities to handle this business. 


Both air conditioner dealers and farmers make hay while the sun 
shines. ‘Trouble is that for the air conditioning trade there’s been 
too little sunshine so far this year. You have to look beyond figures 
comparing this year with last to get a true picture of the industry’s 
health. That’s because the industry isn’t operating on the same 
productive base this year as it was last. More factories, each turning 
out more units — that means greatly increased production and first 
quarter figures bear this conclusion out. (As reported here last 
month, first quarter production was up 95.2 percent). 

Thus, it’s not enough that sales of air conditioners at retail are 
keeping pace with last year or even running slightly ahead. To avoid 
an awful inventory headache later in the year the industry must 
sell substantially more units than it did in 1953 — as well as turn 
them out. The price picture even this early in the season is volatile 
and dumping of excess stocks could really disrupt the trade. 

















(Continued on page 6) 
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SELL AN AUTOMATIC 


igo MASTERPIECE 


























TRENDS continued 





Ever wonder how big the appliance industry really is in compari- 
son to the automobile or furniture business? You can get a rough 








answer to that by examining the relative weight given each industry 
in compiling the new index of output of consumer durables just 
released by the Federal Reserve. Autos make up 32.10 percent of 
the total, furniture and floor covering make up 15.32 percent and 
appliances and heaters account for 15.60 percent. Radio and TV 
share is 5.21 while small appliances, records and electrical products 
not elsewhere classified account for 2.78 percent. 

Don’t underestimate the size of the bite being taken out of the 
appliance cake by big chains like Sears. Distributors attending the 
NAED convention last month were told that Sears moved 42,000 
washers in May alone — that’s a pace of half a million a year. In all 








of 1953 the entire industry produced only 3.5 million. 


Marketing experts are throwing an increasingly critical eye at the 





suburban shopping center. At the same time, there’s a revival of 
interest in downtown shopping areas. 








Specific evidence of this resurgence of the downtown area can be 
seen in Boston, Philadelphia, Pittsburgh and Chicago where varied 


(Continued on page 10) 


































THE ALL-AMERICAN 





For all homes with or 
without running water 












Send details of Exclusive Laundry Queen 
HYDRO-POISE®* Franchise. 






















OR PHONE 
DEL RIZOR 
SALES MANAGER 




















AUTOMATIC WASHER CO.- 


INDEPENDENT MANUFACTURER OF A 
LINE OF HOME LAUNDRY EQUIPMENT 


NEWTON, 








COMPLETE 





MANUFACTURERS’ SALES 





1954 1953 % 

(Units) (Units) Change 

DISHWASHERS April 17,341 14,027 +23.6 
4 Mos. 57,847 55,336 + 45 

DRYERS, CLOTHES April 37,661 28,556 +31.9 
4 Mos. 237,140 197,545 +20.0 

FOCD WASTE DISPOSERS April 30,467 24,329 +25.2 
4 Mos. 117,668 105,702 +11.3 

FREEZERS..... April 64,297 89,031 —27.8 
4 Mos. 216,022 369,819 —41.6 

IRONERS......... ..... April 8,388 14,080 —40.4 
4 Mos. 32,413 77,129 —58.0 

RADIOS, HOME April 165,232 286,974 —42.4 
4 Mos. 913,441 1,493,738 —38.9 

RADIOS, PORTABLE April 175,424 201,476 —12.9 
4 Mos. 526,400 560,805 — 61 

RADIOS, AUTOMOBILE. April 330,989 483,092 —31.5 
4 Mos. 1,427,641 2,076,188 —31.2 

RADIOS, CLOCK . April 73,590 187,394 —60.7 
4 Mos. 459,318 862,989 —46.8 

RANGES... April 92,751 118,999 —22.1 
4 Mos. 419,661 473,492 —11.4 

REFRIGERATORS ... April 280,900 366,951 —23.5 
4 Mos. 1,289,764 1,519,651 —15.1 

TELEVISION.... . April 457,608 567,878 —19.4 
4 Mos. 1,904,718 2,827,821 —32.6 

VACUUM CLEANERS April 220,849 268,548 —17.8 
4 Mos. 917,581 1,099,735 —16.6 

WASHING MACHINES April 258,712 288,474 —10.3 
4 Mos. 1,111,701 1,238,376 —10.2 

WATER HEATERS April 54,243 62,155 —12.7 
4 Mos. 200,249 221,927 — 98 


WASHERS, IRONERS, DRYERS Membership of American Home Laundry Mits. Assn. DR has nat 
CLEANERS—Industry Estimate by Vacuum Cleaner Mfrs. Assn. ; RADIO & TELEVISI —Industry 
—— Estimate by Radio-Electronics-Television Mfrs. Assn.; ALL OTHERS NEMA Members, 
not Industry. 
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ee 
Minar Fans 


MP525HV HIGH VELOCITY DYNAFAN 
Portable, high velocity air circulator—16” 
blade. Quiet-running. 2242” high, 1312” 
deep, 21” wide. Housewide use. Cooling 
Output 3850 C.F.M. 

MP525HV-Pedestal — Also available — 
Pedestal Type. Height 64”; extended 84”. 
Width 20”. Diameter of Base 20”. 


MP205TC—DeLUXE FAN 
FORCED HEATER 
Thermostat control permits selection of 
amount of heat desired and automatic 
control of output. Height 132”. Depth 

6%". Width 11”. 


MP202—STANDARD FAN 
FORCED HEATER 
The economy model, built to same 
standards as the MP205TC but without 
the thermostatic control. Height 13”. 
Depth 614". Width 11”. 


MP4 16—16” OSCILLATING FAN 

The ultimate in heavy duty oscillating 
fans. Rugged four pole motor. Quiet 
operation, guaranteed long life 22” 
high, 1342” deep, 1834” wide. Volume 
1850 C.F.M. 

MP412—12” oscillating fan. Similar 
in construction to the MP416. Volume 
1400 C.F.M. 


MP300—STARFLECTOR 
TWIN AIR CIRCULATOR 
Assures maximum heating and cooling 
efficiency. The ideal home comfort 
conditioner. Height 17”, Depth 10”, 
Width 14%”. Completely versatile, 
eliminates need for seasonal storage. 


MP25—MIMARVEL HAIR DRYER 
An incomparable hair dryer. Provides 
constant stream of cool, tepid or warm 
air with fingertip control. Also air sweeps 
kitchens and smoky rooms. 9%” high, 
1” long, 542” wide. 


- 
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Now HOOVER brings 


Steam or dry iron 


'T 
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you the first—and only- 


with a 






Soe 


Stainless 
\Soleplate 


Designed for delicate fabrics! 


Snagproof, stainproof, safe! 


(Safe to use with tap water, too!) 


Now Hoover takes the last few bugs out of steam or 
dry ironing—with an all-new stainless steel soleplate. 
This new super-smooth, satiny surface makes ironing 
amazingly fast and easy. 


The heat pattern is unequaled because the element is 
pressure die cast in aluminum — which is bonded to stain- 
less steel by an exclusive Hoover process. Aluminum 
makes it light ... Stainless Steel makes it indestruct- 
ible... A new higher wattage element makes it faster 
and gives more even soleplate temperature. 


The result—the first steam or dry iron that won’t 
scratch—not even when crossing zippers or pinpoints; 
won’t snag—not even delicate new miracle fabrics; won’t 
stain, because stainless steel doesn’t corrode or dis- 
color, even after months of hard wear and hard water. 


A new button-saver tip, too. New longer cord. New 
dial with click-setting for steam. Plus all the former 
steam or dry features that have helped Hoover dealers 
set new sales records. 


Now you can offer the safest steam iron. . . the finest 
dry iron... together with the only stainless steel sole- 
plate ...at a hot competitive price! Be the first in 
your area to push it. Call your Hoover Distributor now. 









or REFUND 
<a 4 oF 
=" Guaranteed by > 
Good Housekeeping 
< Wor 7% 


AS ADVERTISED we 





Special Products Division, The Hoover Company, North Canton, Ohio 
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In Chicago, 
it takes 2— 
to collect 


No single daily newspaper reaches 
even half your Chicago-area pros- 
pects. It takes Two. For greatest 


unduplicated coverage, one must 
be the... 


CHICAGO 


SUN-TIMES 


211 W. Wacker Dr., Chicago * 250 Park Ave., New York 





READERSHIP CONCENTRATED WHERE MOST OF THE BUYING IS DONE! 
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TRENDS continued 





plans are underway to establish new or modernized shopping areas. 

Why the reawakening of interest in the downtown area? Grey 
Matter, a market letter published by Grey Advertising Agency, 
suggests that these factors are involved: 


1) suburban shopping areas have weaknesses which downtown 
areas can capitalize on (for example, less impulse-traffic ) . 


2) downtown areas have their own appeals — public transporta- 
tion, convenience to entertainment and business, etc. 


+ 


downtown business firms are developing new techniques for 
attracting traffic. 


4) downtown areas can count on the “innate urge of the house 
wife to get away from the home environment.” 

5) downtown is also “counting on the rapid emergence of the 
male as the shopper.” 

6) downtown can also appeal to the single women who work 


downtown and to married women who work downtown or 
elsewhere. 


What's this mean to the appliance dealer? It could mean that 
those firms with a downtown location are actually in the vanguard 
of a new marketing trend, that rather than being left behind by the 
swing to suburban shopping centers they are actually ahead of the 
movement back downtown. Appliance dealers have been somewhat 
skeptical of shopping centers, anyway. For one thing, many of the 
centers do not have enough traffic to maintain a good volume of 
floor sales. This means outside selling, extra promotion or heavier 
advertising. 





Certainly this means that dealers with downtown locations 
should look with interest on plans to revitalize their downtown 
shopping areas and should tie-in with local groups who are trying 
to do just that. End 








MANUFACTURERS’ SALES 3 Mos. April 4 Mos. 





Electric Housewares - NEMA 1954 1954 1954 
Members Only - Not Industry (Units) (Units) (Units) 
BED COVERINGS.... 70,203 33,934 104,137 
BLENDERS ; 56,739 15,334 72,073 
COFFEE MAKERS .. : F *630,662 182,575 813,237 
CORN POPPERS..... 76,794 14,579 91,373 
DEEP FAT FRYERS.. : 80,827 23,511 104,338 
HEATERS, PORTABLE: 
Convector and Radiant. . 5,853 209 6,062 
Fan-Forced Types. . . ra 41,812 4,688 46,500 
47,665 4,897 52,562 
IRONS: 
Traveler... 30,339 10,854 41,193 
Standard, Automatic. ae 299,043 63,492 362,535 
Steam and Steam Attachments. 699,223 132,259 831,482 
Non-Automatic. . Be 10,188 7,454 17,642 





1,038,793 214,059 1,259,852 

GRILLS AND WAFFLE IRONS: 
Single Waffle-lrons & Sand. Grills... . . 11,283 2,684 13,967 
Comb. Grills & Waffle-lrons. .. 96,667 23,056 119,723 


107,950 25,740 133,690 


HEATING PADS......... te 274,030 29,761 303,791 
HOTPLATES DISC STOVES *93,573 20,807 114,380 
TOASTERS: 
Automatic. . “s See eee 333,587 76,833 410,420 
Non-Automatic. . ee ; 49,536 10,391 59,927 
* Includes Jan.-Feb. revisions i> } caviar et ene re 
Note: 1953 figures not available. 383,123 87,224 470,347 
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There's nothing like the New 
NORGE Freezer at any price: 








NORGE scores again 





with another first with 
more features at 
an unbeatable price! 


More cold than you'll ever need! As low as 
52° below freezing! Norge’s exclusive Jet-Freeze 
shelves circulate more cold faster for safer food stor- 
age and extra speedy freezing. 


More features that are sales clinchers! Handidor 
and Juice Rack; Automatic Signal Lite; Safety Lock 
and Key; Adjustable Shelves; Big 420-lb. Capacity; 
Roll-out Basket; Special High-Density Glass Fiber 
Insulation. And many more. 





5-year food protection warranty. Included at no 
extra cost to you or your customers. Covers food 
spoilage due to mechanical failure. 


Beautifully styled to match the fast-selling Norge 
Model 1180 Customatic Refrigerator-Freezer com- 
bination. Here’s the ‘Food Saver Team”’ that has 


the whole industry talking. 


Norge is going places. If you want to carry the line 
that’s really moving today, call your nearest Norge 





distributor. Maybe there’s a franchise open for you. 


Norge VHF-1200: 12.8 gross, 12.1 (NEMA) cubic 
foot net capacity at the low price of $399.95. 


ENGINEERING 








. (} q MEANS BUSINESS ... GOOD BUSINESS 


DIVISION OF BORG WARNER ¢ MERCHANDISE MART, CHICAGO 54 ® IN CANADA: ADDISON INDUSTRIES, TORONTO 
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The A pex washer 


has come a long way 


since 1937 


..and so has 





America’s leading home-appliance finish 
...- has helped sell millions of washing machines! 
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The Apex wringer washer of seventeen years 
ago was one of the smartest-looking, most effi- 
cient home appliances of the day. But there’s 
a big difference between the 1937 Apex and 
the streamlined model on sale now! The 1954 
Apex Washe Ae Matic, with its exclusive spiral 
tub agitator, gives today’s housewife far more 
convenience and leisure than ever before. Here’s 
proof once again that continued product im- 
provement is vital in maintaining the accept- 
ance of the buying public. 

And so it is with America’s leading home- 
appliance finish—Du Pont “DULUX” enamel! 
Constant research over the years by Du Pont 
chemists has resulted in more rugged resistance 
to chipping, cracking, scratching and staining. 
“DULUX” withstands long exposures to soap 
powders and other cleaning agents . . . keeps 
its dazzling whiteness longer than ever before! 
That’s why the “DULUX” of today meets the 
most exacting requirements of today’s top- 
flight appliance manufacturers. E. 1. du Pont 
de Nemours & Co. (Inc.), Finishes Division, 
Wilmington 98, Delaware. 





RG. us pat.ort 


“DULUX” ENAMEL 


BETTER THINGS FOR BETTER LIVING . . . THROUGH CHEMISTRY 


JULY, 1954—ELECTRICAL MERCHANDISING 


The East 


lt 


By ROBERT W. ARMSTRONG 





Weather and inventory fright 
spoil sales record prospects for 
room coolers, but same weather 
helps washers and dryers. . . 
TV strong for May 


YOU can bet money that the 
weatherman doesn’t own any air 
conditioner stock. Otherwise, he’d 
never have done what he did to the 
room cooler business in April and May 
in the eastern market. 
Despite all the advance touting of 
a record-breaking season (some of it 
by this red-faced department), a cap- 
tious climate has practically destroyed 
any chance that a lot of dealers had 
for setting new highs or—in some cases 
for even equalling last year’s figures. 
Not that air conditioners aren’t sell- 
ing now. They are. They really be- 
gan to move in the New York-N,J. 
area at the end of May. A New Jersey 
firm which makes a business of install- 
ing them for dealers saw its installa- 
tion orders jump to 75 per day almost 
overnight. A dealer reported early in 
June that ‘ jane are really shaking up 
what we needed was the weather.” 
But that’s only the good side of the 
story. 


Too Much, Too Late. The bad side 
is that the good weather didn’t come 
soon enough to prevent an outbreak 
of inventory fright. One New York 
distributor describes the market up to 
this writing as “one big, fat bust.” 
Prices to dealers, he says, “are out- 
rageous,” citing one brand which 
costs the wholesaler $218 and is going 
to dealers in lots of 12 at $219.95. A 
New Jersey retailer says that dealers 
“Are giving them away” and his ex- 
ample is a 1953 model originally 
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priced at $379.95, re-priced at 
$279.95, which is being retailed at 
$169.95. A big New York outfit spe- 
cializing in air conditioning says his 
sales are 22 percent behind 1953 (as 
of May 29), his inventory 25 percent 
heavier. He agrees with the New York 
distributor quoted above that 1954 
volume may have difficulty in match- 
ing 1953 levels. 


Pessimism in Washington. Most 
dealers and distributors in the Wash- 
ington area fee] pretty much the same 
way. It’s hard, they say, to buck a late 
season plus a general sales resistance 
to appliances. One department store 
there claims sales are off 30 percent, 
another says 50 percent. The Electric 
Institute’s figures also show a decline: 
5,043 air cooler sales in the first four 
months as compared with 6,690 in 
1953. 


Who’s Got Stocks? The big ques- 
tion, in the light of a decline in sales 
and a near-100 percent increase in 
production, is who’s going to get stuck 
with the inventories? Judging from re- 
ports, it won’t be the dealers and per- 
haps not even most of the distributors. 
One wholesaler, for example, says he 
has a big stock, but not so big that it 
won’t all be moved during the season. 
As for dealers, most of them have been 
buying cautiously—enough to use as 
floor samples and demonstrators and 
then ordering what they need as they 
sell them. 


Change in the Weather. Even 
though, as one wholesaler puts it, 
“Sales will never be as good as last 
year, even with a sustained hot spell,” 
some hot weather is a must to salvage 
any respectable volume. According to 
the long-range weather report, the 
month of June was at least supposed 
to provide that—‘‘above normal” tem- 
peratures for the East. 


Refrigerators, Too. Refrigerators 
haven’t been as generally hurt through- 
out the East as air conditioners, but 
plenty of dealers are complaining 
about slow sales—and for pretty much 
the same reasons. Up in the Boston 
area, where May appliance sales were 
reported to be 10 to 20 percent below 
last year, the bad weather had one 
good result—it helped maintain fair 
sales levels for washers, dryers and 
dishwashers, but refrigerators and air 
conditioners fell “below expectations.” 

Down in New York a dealer said, “I 
had more refrigerator sales in January 
than in April and in May they were 
off 10 percent. Only in Philadelphia 
and Washington were any dealers re- 
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porting happily about refrigerator vol- 
ume. Two Capital department stores 
quoted a 25 percent gain. And two 
Philadelphia merchants said refrigera- 
tion “picked up notably over April.” 


TV Holds On. For several dealers 
in Washington, New England and the 
New York area, TV was, surprisingly, 
holding on with washers and ranges 
as one of the consistent sellers in the 
business. The reason, as one New 
York dealer expressed it, might have 
been that “people are finally realizing 
the tremendous values now in a tele- 
vision buy.” A Washington outfit 
called TV their fastest moving item 
and a Boston distributor said sales 
had held up remarkably well. A Phila- 
delphia merchant found TV “moving 
along somewhat better in May, with 
21-inch models doing the best job.” 

A new Jersey distributor, talking 
about the T'V business, summed it up 
with the best story of the month. One 
of his dealers had ordered a large num- 
ber of sets, then when they came re- 
fused delivery—unless the distributor 
would use his influence with the local 
Cadillac dealer to get him a car ahead 
of some earlier customers. 

If dealers are starving to death a 
Cadillac is probably a pretty good place 
to do it. 


The Midwest 





By TOM F. BLACKBURN 
‘ERE AE ERS 


Chicago discount battle 
Sears analysis of the situation 

. Sales round-up . . . Grab 
bag promotion .. . 


HE theory that Sears, Roebuck 
& Co. would bump heads with 
Chicago discount dealers so far has 
not been justified by facts, although 
there is no doubt that appliance sales 
of the mail order chain have been 





hurt by outfits content to sell adver- 
tised brands at a $10 profit. 

In fact, an unofficial survey re- 
veals that one big discount house is 
believed to be getting about 50 per- 
cent of the appliance business in Chi- 
cago, whereas the highest volume 
credited to mail order chains has 
been 30 percent. 

Just to see what was happening, 
your correspondent did some shop- 
ping. Sears offered a 10 cu. ft. freezer 
at $269.95. Against this Sol Polk 
priced an International Harvester 10 
cu. ft. freezer at $287, and a Hotpoint 
chest at $263. A Kelvinator 9. cu. ft. 
chest with baskets was $247. Sears 
had a 7.7 cu. ft. refrigerator at 
$169.95, less a $10 special discount 
which seemed to extend through the 
week. 

In the washer field, Sears priced 
an automatic washer with suds saver 
at $254.95. Sol Polk advertised an 
automatic with suds saver for $212 
and $194. Sears priced its gas dryer 
at $219.95 and Sol Polk had a gas 
dryer at $173. 


Last Year’s Bargain Models. Much 
of this is linked to the practice of 
dealers buying 1953 models at bar- 
gain prices which save them $75 to 
$90 per unit. One dealer said he 
bought three pieces of 1953 merchan- 
dise to one 1954 number. Since the 
year isn’t on the unit customers don’t 
kick. 

Moreover, in Chicago’s discount 
war it is not always clear whether the 
merchandise is new or reverted. The 
battle is shoving down staple appli 
ances to where they are, margin-wise, 
in a class with sugar or flour in a 
grocery store. They are carried, but 
there is no money for promotion. 


Sears’ Analysis of Situation. ‘lhc 
impact of the discount house is shov 
ing down the margins on big ticket 
items, Edward Gudeman, merchan- 
dising vice president of Sears said re- 
cently. He admitted that discount 
houses were giving Sears the most 
serious form of price competition it 
has encountered in its 67 years of 
existence. He declared the reason for 
discounting was that large dealers 
have managed to work out lower dis- 
tribution costs, and instead of main- 
taining manufacturers’ prices they are 


cutting as much as 25 percent. Mr. 
Gudeman declared that Sears was 


planning to recapture its rightful per- 
centage of the appliance business. 


Sales Round-up. The more you 
check sales figures in one utility dis- 


trict against another, the more it 
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Dormeyer is introducing these 
exciting new products that are 
sure to boost your sales volume 


this Fall and Winter. 





We'll be showing these new products at 
the National Housewares Show in 
Atlantic City, so make a promise to 
yourself right now to stop at our 
booths. You'll find your call 
profitable, and besides, I'd like to 


see you and shake hands. 





Yours very truly, 


Merman €, Rbene 


Vice President, 


Director of Sales 
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This year, more than ever before, you'll do more business 
with Dormeyer . . . Dormeyer is ahead of the field in 
design, with a wide range of products, popularly priced, and 
supported by strong national advertising. Continual 
promotion! ... Check these advantages and you'll agree 
that there are more sales—more profit—for you with 
Dormeyer . . . Make Dormeyer Booths your headquarters 
while you’re at the National Housewares Show in 
Atlantic City ... Dormeyer Corporation, Kingsbury and 
Huron Streets, Chicago 10, Illinois. 

ALL DORMEYER APPLIANCES ARE FACTORY GUARANTEED ! 
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SILVER-CHEF 


The first all chrome Mixer-Grinder with Stainless Steel Mixing 
Bowls. Will lend sparkling beauty to any kitchen—last a lifetime. 
ROME ral] ol Ea -t) (te MEY ol-1-lol Sieh Z-lau lel Mmaelilice) (te Mulleleolsm@mellelutelila 
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mixing. Free Cook Book. 75 
Guaranteed. $52 


ie = 


BLEND-WELL 


Makes literally hundreds of treats—from 
company” drinks to Baby's Puree. Hi-Speed 
Motor never needs oiling 


Guaranteed $3395 


DEEP-FRY COOKER 


Top Quality! Top Performance! Sen- 
sationally low priced! A combination 
deep-fryer and cooker. Deep fries, 
cooks, stews, roasts—even pops corn. 
Automatic thermostatic control with 
Includes — ong ge juicer ep — “Jewel’ signal light. 4-quart cooking 
st. Dial Selector, ull-powered speeds, j 

Ci iin Arm, detachable Sd : —? we | ges 
for portable use. Guaranteed $3795 ; 


MEAL-MAKER 





wee ; 
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With “Warm & Brew” Selector. The most 
fee fe} o}fele)(-M-1i-tats(maolar ttle] ¢-1m-\ 7-1 mmuilelol- 
| Makes 3 different strengths of coffee at one 
brewing—the finest you ever tasted. Plug in 
or out at will—resume brewing as you wish. 








making hot drinks, soups, stews, .chilic Re- 
Big capacity—perks 4 to 10 cups. Chrome movable rack for boiling eggs. ldeal for 


plated aluminum finish. 


(@TTelgelnii-t-te $2150 


baby's formula. Set for Warm, Hot, or Boil. 
Chrome finish with solid copper. interior. 
23 oz. capacity. 


Ss 
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EDGE -WELL 


For Knives and Scissors. Lightweight, compact, 
powerful, easily stored. Sharpens all types of 
knives—large, small, hollow-ground, or scal- 
Koy oX-Xo bt -Yofel-M otto) 0) (1) ME Toh (MMR fo] Mie) ol-I ge] fel] 
and cutlery. No skill required —separate slots 
for knives and scissors. Blades fit naturally at 





perfect angle for best results. 
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BROIL-WELL 
Broils, grills, roasts, and barbeques. Auto- 
matic Revolving Rotisserie. Infra-red heat 
cooks super-quick. Large warming-plate top. 


s $5350 


Guaranteed 


POWER-CHEF 


Grinder, Juicer, Mixer—all three and 
de luxe! Includes all accessories at one 
low price. Built-in Power Drive—no 
awkward adapters. 10-Speed Dial 
Selector—Magic-Mix Arm— Automatic 
Beater Release. Portable mixing head. 


Guaranteed. $4575 





FRI-WELL 


It's a Fryer ..a Roaster .. a Casserole 
Maker! It even cooks soup and pops 
corn! Automatic thermostat means just- 
right results every time. Monotube 
heating element on three sides cooks 


quickly—thoroughly. 50 
Guaranteed. $29 


“DORMEY" 


Makes every pot and pan a mixing 
bowl! This lightweight portable. mixer 
has big-mixer features—Dial Selector 





with five full-powered speeds—Full 


size beaters with finger tip release MIX-MAID 
Stands on end for easy draining Compact, lightweight design. 9 Full-Powered 
[@Telaelaii-t-te| $1 Q50 Speeds, Finger-tip Beater Release. Includes 


er 1ccessories 


$2950 
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Motor Rebuilder 
Protects Warranties with 
KLIXON Protectors 


ST. LOUIS, MO.: Mr. Cecil M. Rouse, owner of the Electric 
Motor Service Company, repairs, rewinds and rebuilds all 
makes of electric motors. Here’s what he has to say about 
the motor “burnout” protection given by Klixon Inherent 


Overheat Protectors: 


“Klixon Inherent Overheat Protectors save us thousands 
of dollars per year by keeping our re-built motors from 


burning up during and beyond the warranty period.” 


Klixon Protectors Reduce 
Service Calis and Repairs by 
Preventing Motor Burnouts 





The Klixon Protectors illustrated keep 
motors in electrical appliances and other 


= motor-driven equipment from overheating 
and burning out. Look for equipment with 
Klixon-Protected motors for trouble-free 
 —— motor operation. 





SPENCER THERMOSTAT 
Division of Metals & Controls Corporation 
2507 FOREST ST., ATTLEBORO, MASS. 
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for portable use. Guaranteed 


rm, cetachabdie head 


$3795 
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seems that sales pressure determines 
the volume. Up in Milt Baldwin’s 
Minnesota Power & Light territory, 
438 water heaters sold against 399 
last year (through April). Range sales 
were 681 against 519 the preceding 
year, automatic washers stacked up 
544 against 414, clothes dryers 299 
against 170, and dishwashers 28 
against 12. Other items showed losses. 

In Wichita, Kansas, territory, the 
cooler market showed a gain through 
April. Evaporative cooler sales were 
up 106 percent compared to last 
year’s similar period. Unit coolers 
soared 402 percent, dehumidifiers 7 
percent, attic fans 140, window fans 
53. Clothes dryers were up 11 per- 
cent, ranges 11, television 354, auto- 
matic washers 0.8 percent. 


Grab Bag Promotion. A grab bag 
in which 120 capsules were placed was 
the basis of a recent promotion put 
on by Jack Reid in Lake Jackson, 
Texas. Each capsule contained the 
name of a prize—kitchen clocks, rifles, 
mixers, etc. Any customer purchasing 
a major electrical appliance was en- 
titled to one grab per purchase. The 
deal, of course, was a combination sale 
at no extra cost to the customer. 


The South 





By AMASA B. WINDHAM 


Range sales show significant 
gains ... TV hot in Tennessee 
.. . Air-conditioning hurt by 
cool weather . . . Utilities aid 
sales 


URING the second quarter of 

1954, appliance dealers down 
South noted a happy, and _ perhaps 
significant development. Electric 
ranges were again reaching up toward 
the best seller list. ““And when ranges 
sell good, everything sells good,” one 
veteran dealer declared. 

In the Southwest particularly, 
ranges were selling better than they 
did in the fall of 1953 and during 
the first quarter of this year. In the 
Beaumont, Texas, west Louisiana area, 
range sales were at a peak. Dealers 
in Miami, Tampa, Atlanta, Memphis 
and Birmingham also reported they 
were ahead of last year in range sales 
volume. In Tennessee and the Caro- 
linas there was still a lag, but the 
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increased sale of ranges may spread, as 
it usually does. 

Aside from this development in 
ranges, there was further good news in 
the television field. Tennessee was a 
focal point. This reporter talked with 
four dealers in Chattanooga and every 
one of the four was selling every TV 
set he could get his hands on. Dis- 
tributors in Chattanooga were far 
behind in deliveries, too. The instal- 
lation of a new telecasting station 
caught manufacturers flat-footed in 
supplying Chattanooga. There was a 
decided increase in TV demand in 
Memphis, Jackson, Nashville and 
Knoxville also. 


Other Sections Sell TV. Outside 
of Tennessee, three other sections 
were high in television sales. These 
were the Jacksonville and Miami areas 
and in the Louisiana areas outside of 
New Orleans. Records gathered by 
the Southwestern Gas & Electric Co., 
showed TV sales in its Louisiana ter- 
ritory running about 11,000 sets above 
the same period of last year. In 
Miami, one expert observer estimated 
TV sales were up 10 percent over last 
year and a Jacksonville estimate also 
set the figure at 10 percent. Other 
cities reported sales from “poor” to 
“pretty good.” 

Unseasonably cool weather through- 
out May held the sale of air-condi- 
tioning units at a lower figure than 
dealers had anticipated. One dealer 
in Nashville told this reporter that 
only a 10-day hot spell was needed 
to set off the fireworks. He figures he 
can sell more air-conditioning units 
in June, July and August than he did 
in the entire 12 months of last year. 
Bill Hall, sales promotion manager for 
Nashville Electric Service, agreed with 
this viewpoint and stuck with his pre- 
diction that dealers in the Tennessee 
capital would top last year’s record 
sale of 7,000 units. 


Florida Not Up To Par. Reports 
from the Florida east coast, where the 
pace is usually set in air-conditioning 
sales for the rest of the South, were 
to the effect that sales—at this writing 
—were a little disappointing. A big 
operator at Daytona Beach said his 
sales through May were good and 
ahead of last year, but that he had 
anticipated better business. He 
pointed out, however, that buying had 
spurted in the last week of May and 
seemed on the way to his expected 
sales figures. One big Miami distribu- 
tor who supplies dealers from West 
Palm Beach to Key West said his May 
sales were about parallel with 1953, 
but he looked for a sharp increase as 
the temperature soared. Only in Pen- 
sacola was the air-conditioning busi- 
ness still busting its pantaloons. 

Refrigerators and washing machines 
seemed to be holding a steady pace. 
Both of these items were about on a 
par with last year’s sales in New Or- 
leans, Houston, Charlotte and Atlanta; 
considerably higher in Miami and 
Jacksonville, and a bit off in Nashville, 
Memphis and Birmingham. In the 

(Continued on page 21) 
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G.E. leads the profit parade with... 


TWO WONDERFUL \ 
NEW 









A lightweight, compact Travel Iron that 
steam-presses clothes anywhere! 





ecom- 
Trade 


rer's ° 


actu 
Manuf lor Fair 


mended retat 


ALL THE ADVANTAGES of a steam iron in a lightweight travel iron! 
STEAM IN SECONDS! Fill the rubber bulb with water, attach it to 
the iron, and it steams—instantly! 

IT’S A DRY IRON, TOO! Just remove the bulb and iron becomes a 
fine dry iron. 

OPERATES ANYWHERE—on AC or DC. Fully automatic as a dry 
iron, too. 

“DIAL-THE-FABRIC”’ CONTROL—when ironing dry, just set the 


dial for whatever fabric you’re ironing, and get the perfect heat 
for it. 

HANDLE FOLDS DOWN for easy packing—takes up less suitcase 
space than a pair of slippers. 

WEIGHS JUST 134 POUNDS! You hardly know you have it with 
you until you need it. 


TAKE FEWER CLOTHES ON TRIPS—and keep them all looking 
fresher wherever you go. And—save money on pressing bills! 














An automatic coffee maker that brews 






coffee the way you like it, every time! 





MAKES 2 CUPS AS PERFECTLY AS 9! Makes as few as 2 cups for 
everyday needs .. . and as many as 9 cups for parties. Always 
delicious! 


BREW SELECTOR—automatically brews coffee the way you like it 
—MILD, MEDIUM, STRONG—or any strength in between. Just 
set it to your taste. 

MAKES COFFEE QUICKLY—brews 2 cups in under 4 minutes, 9 
cups in under 15 minutes. 





INDICATOR LIGHT comes on when coffee’s ready. Coffee stays hot 
till you want it. 


RE-HEATS WITHOUT RE-PERKING—special RE-HEAT setting. No 
need to remove basket and pump. 


GRACIOUS DESIGN—blends with any setting. 
SAFETY-GRIP HANDLE—prevents burned knuckles. 
EASY TO CLEAN—wide top opening, easy to clean inside. 








Make YOUR store headquarters 
or these great new appliances! 


See your distributor about these 





traffic-building displays 


It includes an action display fixture featur- 
ing continuously pouring coffee, direct mail 
pieces, a spec sheet and badges and booklets 
for your salesmen. 

To get this all-in-one package, you buy 
two coffee makers at regular dealer price, and 
the third at the regular retail price—and the 
complete package is yours! 








A colorful eye-catching counter and window display —shows 
this wonderful new product to best advantage. It’s yours 
free, along with a complete package of other merchandising 
aids when you buy six G-E Steam Travel Irons at the regular 
dealer price. 





A handsome, sturdy Travel Display Free with purchase of Lucky Seventh 
Case, 18" x 13" x 6". Use it as a dis- Steam Travel Iron at regular retail 
play, offer it as a prize to your sales- price when you buy Deal #1. General 
men selling the most steam travel Electric Co., Small Appliance Divi- 
irons, or take it home for personal use. sion, Bridgeport 2, Conn. 


THEY’RE GETTING THE FULL POWER OF G-E ADVERTISING! 


These two new products will be introduced in big magazine and newspaper ads, 
and on TV. Take full advantage of these two great new profit opportunities. 
Contact your G-E distributor salesman today! 


GENERAL @@ ELECTRIC 











smaller cities, such as Savannah, 
Shreveport, Mobile, Tampa and Ra- 
leigh, refrigerator sales are rising and 
dealers look for a good year. 


Housewares Get Seasonal Boost. 
Occasions such as Mother’s Day, grad- 
uations and the approach of vacation 
time spurred the sale of electric house- 
wares almost everywhere. An Atlanta 
dealer said his small appliance sales 
in May were the best he had had 
in 18 months. He said he had sold 
four electric razors for Father’s Day 
presents, among other items. He also 
reported his sale of table radios was 
unusually good. 

Almost all of the new model refrig- 
erators contain freezer compartments 
and this was cited by one dealer as a 
reason for a drop in his home freezer 
sales. Dealers in cities along the Gulf 
Coast from Tampa to Galveston were 
looking forward to another good sum- 
mer of freezer sales, however. In the 
inland areas, such as lower Virginia, 
the Carolinas and Tennessee, home 
freezers were selling very well. Nash- 
ville dealers had more than doubled 
last year’s sales, Roanoke was about 
40 percent better than Charlotte sales 
were better, also. In Atlanta and 
Birmingham, however, freezer sales 
were below par. 


Roundup On Utilities. Dealers were 
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getting excellent sales help from in- 
tensive utility promotions. Louisiana 
Power & Light Co. closed a nine-week 
campaign during which a record 730 
electric ranges and 627 water heaters 
were sold by dealers in its territory. 
LP&L then immediately opened “Op- 
eration Redskin”, designed to run 
from May 17 to July 23 and sell home 
freezers, air-conditioners, milk and 
water coolers and other items. 

Gulf States Utilities was the big fac- 
tor in upping electric range and water 
heater sales in Louisiana and east 
Texas. The utility made things hum 
by offering bonuses, providing give- 
aways and paying part of installation 
charges. Tom Smiley and Hugh Isley 
of Carolina Power & Light Co., held 
dealer meetings in seven areas, point- 
ing out to dealer sales personnel how 
2,000 dealers in the territory could 
sell $35,000,000 worth of appliances 
in 1954. 

New Orleans Public Service, Inc., 
set off a sizzling campaign on home 
freezers, while Florida Power & Light 
Co., went all out to help dealers sell 
ranges, home freezers and air-condi- 
tioning units. 

It was a big spring for home shows, 
such exhibits being held in almost 
all of the big cities of the South. 
These exhibitions, from reports have 
all had a good effect and it may be a 
big summer for sales. 





The Great Lakes 





By FRANK A. MUTH 


A refrigerator difference . . . 
Business conditions hurt sales 
. . » Dealers want sales train- 
ing .. . Charity gets sales... 
Some cooler sales, but spotty. 


Y the end of May, Great Lakes 
dealers were almost in complete 
agreement on at least one thing: Re- 
frigerators were just not selling. 
As a dealer in Columbus, Ohio, 
expressed it: “April refrigerator sales 
were excellent. Cool May weather 
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slowed down refrigerator sales _per- 
ceptibly.” 

What this dealer said was not en- 
tirely true for others in the Great 
Lakes area. Many didn’t even find 
April a good month. From 18 dealers 
and distributors this writer talked to, 
almost all of them found the only way 
to sell was to push 1953 merchandise. 
And they all were complaining about 
the other fellow selling 1953’s when 
we are well into 1954. 

A buyer for a large dealership in 
Charleston, W. Va. said that their re- 
frigerator sales were slow, but general 
business in that locality has affected 
sales. A dealer in Newark, Ohio (40 
miles east of Columbus), says that 
the cool weather had very little effect 
in refrigerator sales. 

Cleveland, which often has been 
the one place where sales don’t agree 
with other cities, is enjoying an in- 
crease in refrigerator sales, although 
dealers and distributors will be the 
first to agree that the cool weather 
hasn’t helped sales. 


Layoffs Hurt Sales. Business condi- 
tions are hurting a number of dealers 
in some areas. When this writer 
visited Ashland, Ky., one dealer said 
that since the C & O railroad and 
Armco Steel had laid off about 500 
men sales had dropped sharply. He 

(Continued on page 24) 
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SPECIAL APPLICATION 


FRACTIONAL HOR 





































Compactly designed turbine 
provides dependable opera- 


tion for canister-type 
vacuum cleaner. 














THEY'RE 
POWERING 
AMERICA’S 


propucts 





profit from the 
sales appeal of 


appliances powered with... 


Lumb Elecluc 
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MOTORS 


SEPOWER 
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Series motor parts engineered 
for floor polisher; adaptable 
to food mixers and other 
kk id i 
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Lightweight universal motor 
for portable devices requir- 
ing a self-ventilated, high- 
speed motor. 


e The quiet, 
dependable operation of 
appliances equipped with 
Lamb Electric Motors 
makes them easy to sell 
... assures fast turnover 
... builds customer good 
will — all factors which 
result in increased store 
profits. 


This is one of the reasons 
why more and more 
dealers are featuring 
Lamb Electric motored 
appliances. 


THE LAMB ELECTRIC COMPANY 


KENT, OHIO 
In Canada: Lamb Electric — Division of 
Sang Company Ltd. — Leaside, Ont. 
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Agiflow Action 


Exclusive Agiflow Action creates and controls surging, swirling 
currents of water into a scientifically-correct pattern for most 
thorough, most gentle washing known today. This “never lazy” 
water action circulates clothes freely and flexes them gently thou- 
sands of times to loosen and remove even the most stubborn soil 
from a big, 9-lb. load. Test after test proves no other water action 
washes clothes so thoroughly yet so gently as Agiflow Action. 




















Free-Flow Drain 


Drains wash water away from the clothes . . . not through them! 
Lighter-than-water soil flows out the 1,199 openings in the sides 
and bottom while clothes are in suspension. Heavier-than-water 
soil drops down through the bottom, out of the basket... and 
is kept there, then flushed away...so no soil is ever left in 
clothes. Proved the most efficient drain method yet devised! 
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JOIN UP! ITS MORE PROFITABLE TO 





Right now... today... more than 25,000,000 women re-use 
water for several loads of clothes. It’s the most economical way 
to wash. Saves hot, sudsy water .. . over half the cost of soap or 
detergent, water and fuel. And Whirlpool’s Suds-Miser does it 
automatically. Pumps hot, sudsy water into a tub for storage 
... then returns the clean water for re-use. Test after test proves 
Whirlpool actually pays for itself with Suds-Miser! 





























even Rinses 


Thorough rinsing is a “‘must”’ to get clothes really 
clean. That’s the reason Whirlpool rinses clothes com- 
pletely...a full 7 times ... yet uses less water! There 
are four pressure-spray rinses, then a 2-minute “Agi- 
flow Action” rinse in a full tub of water, followed by 
two more pressure-spray rinses. Test after test proves 
water from Whirlpool’s seventh rinse is so free from 
soil and suds that one can drink it! 
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SELL WHIRLPO 
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PLUS... 


Automatic 3-temperature water selector... Deli 
cate fabric washing guide. 


Water-savin 
lect-A-Level control _ 


- ++ Convenient Guide-Lite 
Dual Cycle-Tone,.. Flush- 
Ultra-Violet lamp 
warrant issi 

nty on transmission. 


-++ Porcelain top... 


to-wall design , , . 5-Y 
- +. 5-Year 





WHIRLPOOL CORPORATION 


ST. JOSEPH, MICHIGAN, U.S.A. 
Clyde, Ohio * LaPorte, Indiana 
IN CANADA: John Inglis Co., Limited, Toronto, Ontario 


WORLD’S LARGEST MANUFACTURER OF WASHERS, DRYERS and IRONERS 


OL THAN SELL AGAINST IT! 











ELECTRICAL 


CORDS . 


KEEP YOUR APPLIANC 
IN SERVICE 





MANUFACTURERS AND SERVICE MEN WHO SERVE BEST 


Soy DPelden 


WIREMAKER FOR INDUSTRY 
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knew of at least three dealers in seri- 
ous trouble and planned to close his 
own doors. One comment that he 
made, and several other dealers agreed 
with, was the way the newspapers and 
television news handled the business 
conditions. Said the dealer: “When 
a newspaper mentions depression 
about four times in an issue, people 
will begin to feel it. Especially if a 
TV station shows newsreels of a bread- 
line in West Va. Well, early in May, 
they reversed this policy, and sales 
picked up a little. But not enough.” 


Business by Phone. Even though 
the coal fields have slowed up, there is 
pretty good business in the “hilly” 
state of West Virginia. An appliance 
manager for a distributor in Bluefield 
said, “To make a sale, you have to 
close the sale before the prospect 
gets in a competitor's store. And most 
of our dealers are out telephoning and 
getting business like they never did 
before.” 


Want Sales Training. The general 
manager for a Huntington distributor 
said their dealers are crying for sales 
training. “They are interested even 
if it is three hours long in the eve- 
ning. They will come great distances 
to attend. The dealer has less traffic, 
and he has to work over the prospect 
with a good story. For three months 
we've been holding meetings and 
getting very good attendance. 

“As was pointed out recently, sales- 
men can get leads from watching the 
signs of the times. (1) When you see 
a woman buying paint or wallpaper, 
find out where she lives. (2) When you 
see a new roof going on or an exterior 
paint or siding job, follow up those 
prospects. They’re the people who 
want to live better. And you can help 
them.” 


Some Cool Sales. Even though fans 
and air conditioning are often selling 
early in May, the cool weather has 
slowed sales some. One Columbus 
dealer said: “Much behind last year.” 
But a Columbus distributor, sales 
manager said, “Air conditioners are 
much better than last year. Down 
with the ‘you all’ boys in Kentucky air 
conditioning is ahead of last year, 
thanks to the last week in April” ac- 
cording to one report, but, “Fan sales 
are from hunger,” the same report 
continued. 

A Cleveland distributor said, “Fan 
sales are about 10 percent ahead of 
last year.” And in Cincinnati, an- 
other report says, “They (both air 
conditioners and fans) are way ahead.” 
A West Virginia distributor sales 
manager pointed out he has a good in- 
crease in fans but finds air condition- 
ing slow. “Much slower than last 
year,” he said. A Detroit suburban 
dealer said: “Sales are far better.” In 


(Continued on page 26) 
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Order your heaters with these 


fine Honeywell Controls . . » 


Have you ever thought about this? 


you sell 








automatic dryers... 


V5163 — Modulating Thermostatic Gas Valve 
Automatically keeps room temperatures at desired setting 
by modulating the flow of gas from full volume to a 
pre-set minimum flame. Built-in safety pilot provides 

100% shut-off if pilot fails. 

V5140— Modulating Thermostatic Gas Valve 
For application on manually controlled gas heaters al- 
2 qi sa rs ready equipped with 100% safety shut-off. 
any manual gas space heater models you have in stock. 


H MInNNEAP OLE S I] 
Just call your regular supplier or any of the Honeywell 
branch offices located from coast to coast. Fw 7} . ( ; 167 l 
112 OFFICES ACROSS WE 
THE NATION WwW) 
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V5151 — New Modusnap automatic gas valve 


Automatically combines “on-off” and modulating firing 
to provide more accurate temperature control! Prevents 
overheating in mild weather, and conserves fuel by elimi- 
nating excessive on-off firing. This new dual-action ther- 





mostat-valve, when used with the C-585 Honeywell 
Pilotstat, offers 100% safety control and manual shut-off. 
Suitable for all gases and most any type heater. 














Honeywell Controls can also be purchased separately to fit 
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Pittsburgh, another report says, “The 
weather has not been favorable; how- 
ever, sales are running about even 
with 1953 to this date.” 

From this reporter’s observations, 
dealers feel that there are worthwhile 
improvements on 1954 air conditioner 
models. And there seems to be a no- 
ticeable change in the temper of the 
dealers themselves. Summed up, it 
might be put this way: They are out 
to sell. 

A year ago, despite a good and ready 
market, it wasn’t quite that way. 
Dealers were selling almost without 
effort. 


The Far West 





by HOWARD J. EMERSON 


Pilot promotions herald fall 


sales drives .. . Dealer adver- 


tising declines because of drop 
in sales and less co-op money 


I EALERS in the Far West are 

now closing a late spring season 
that won’t set any records for volume, 
but which has been profitable enough 
to keep most of them in business. As a 
result, they'll be around when the late 
summer and fall upswing starts—and 
there seems some indication that 
many of them are getting ready to hit 
the fall season with more promotional 
punches than they have during the 
last two years. A flurry of dealer-dis- 
tributor promotions has been  wit- 
nessed here during May and June. In 
many cases they have been “pilot” 
promotions being checked out in 
preparation for general use after the 
summer lull. Many of them will bx 
reported here as soon as results on fol 
low up can be obtained. 


Reasons For Ad Drop. In this col- 
umn in May, a Sunday tour of several 
Far West cities showed that news 
paper display advertising by appliance 
T'V dealers was at a low point. Many 
comments have been received. And 
many have asked why dealers are cut 

(Continued on page 27) 
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3 NEW CLOCK DEALS! 


BOUDOIR DEAL 


Buy 11 Boudoir Alarms at your regular price 
Get one Boudoir Alarm at no extra cost 


Sell 12 7H-222L at 7.95* ; $95.40 
a BiG 8 US. eee $54.23 
YOUR PROFIT... .°41.17 
URBAN DEAL 

Buy 11 Urban Alarms at your regular price 

Get one Urban Alarm at no extra cost 

Sell 12 7H-226 at 9.98*. .. $119.76 


DB FR eee eee $ 68.09 


YOUR PROFIT... .°51.67 


NEW NAVIGATOR DEAL 


Buy 11 New Navigators at your regular price 

Get one New Navigator at no extra cost 

Sell 12 3HA-98 at 8.95*.................$107.40 
Cost 11 3HA-98 at 5.557................$ 61.05 


YOUR PROFIT... .*46.35 


That coupon is loaded with profits! 


Send today! But first be sure the cash register is well oiled! 


Clock Department, General Electric Co., 1285 Boston Ave., Bridgeport, Conn. 


___Boudoir Alarm Deal 
___ Urban Alarm Deal 
___New Navigator Deal 


Have my distributor send me the following: 





Caller Display Pack 








My distributor is City 


My name 


My address 


City 


Gaywall Display Assortment Pack 
___.Ceramic Display Assortment Pack 











State 





Signed 
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PLUS 3 NEW G-E 
IN-PAK 
DISPLAYS! 


Buy 6 Gaywall Clocks and you 
get, at no extra cost, the sprightly 
display shown which makes a perfect 
background for showing the fresh, 
clean colors of Gaywall. 

The Special Display Assortment 
Pack contains: 2 Red, 2 Yellow, 1 
Green and 1 Blue. Your cost, $22.26.7 





Buy 6 Ceramic Clocks and you get, 
at no extra cost, this beautiful, full- 
color display which can hold 2 clocks 
and features design by Russel 
Wright. 

The Special Display Assortment 
Pack contains: 2 Golden Spice, 2 
Meadow Green, 1 Coral Sand and 
1 Charcoal. Your cost, $33.42.+ 


Buy 6 Caller Alarms and you get, at no extra cost, this “shadow 
box” display in two colors, which points out the Caller’s big 
selling feature—the Top Shut-Off Button. Your cost, $25.98.+ 


Quantities limited! Order today! Remember: These displays 
are packed folded in master carton with six clocks, ready to 
set up and start selling. 


GENERAL @@ ELECTRIC 


*Manufacturer’s recommended retail or Fair Trade price, plus applicable taxes. 


ySuggested dealer price, 6 or more. General Electric Co., Small Appliance Div., Bridgeport 2, Conn. 
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ting down on newspaper advertising. 
So here are the dealers’ answers, based 
on interviews with 35 retailers in 10 of 
the major cities of the Mountain and 
Pacific States. 

Sixteen of the 35 dealers told Exxc- 
TRICAL MERCHANDISING that they are 
using about the same amount of news- 
paper display advertising so far in 
1954 as they did during the same 
period of 1953. Twelve dealers re- 
ported that they are using less display 
advertising. Six are using more. One 
has used less so far in order to use 
more later in the year. 

Seventeen of the dealers claimed 
they are getting as much cooperative 
money for advertising from their dis- 
tributors this year as in °53. Eleven 
stated that they are being offered less 
cooperative money for advertising; 
three say they are getting more than 
last year; four had no report. 


Less Business, Fewer Ads. Some of 
the reasons given by dealers for using 
less advertising this year seem to sug- 
gest that their distributors should sit 
down with them for a discussion of 
basic economics. Other reasons sug- 
gest that the distributors look in the 
mirror and make the same talk. In 
Albuquerque, New Mex., one dealer 
gives as his reason: “Business in the 
first quarter was off, so we held off 
advertising. Business has picked up 
during April and May so we are in- 
creasing our advertising.” Another 
dealers in that southwest city said: 
“Business was quite a bit less, and 
our advertising is based on a percent- 
age of business volume.” In the same 
city, another dealer gives as his rea- 
son: “Appliance business was off and 
was much more competitive than last 
year.” 

However, other dealers had other 
reasons. A dealer in Sacramento, Calif., 
has “slashed advertising 80 percent 
since last fall, because he is not get- 
ting a return from advertising . . 
people have money but they are afraid 
to buy at the present time.” Another 
large dealer in that city has not used a 
display advertisement in two months 
because “the last ad brought practi- 
cally no response. The days of sitting 
down and waiting for business to 
come in from an advertisement are 
over. The only way to make sales to- 
day is to ring doorbells.” 


Less Co-op Money. Other dealers re- 
late their drop in advertising to a de- 
cline in cooperative funds from the 
distributors. A Salt Lake City retailer 
said tersely: ““The fact co-op money is 
down means less display advertising 
for us. It’s that simple.” A suburban 
dealer in Denver feels this way: “Our 
business is off 10 to 12 percent. That 
means we ought to advertise more. 
But I’m finding it harder all the time 
to get co-op from the distributors.” 
A dealer in Sacramento said he is 
being offered the same amount of co- 
(Continued on page 32) 
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CASCO 







The" Preniu Quabity” 
STEAM & DRY IRON 





Gog er 


. «. With CASCO’S Terrific NEW EXTRA-PROFIT Offer, 


You MAKE 47, PROFIT 


buy Only eee OFFER DEFINITELY LIMITED 


3 CASCO IRONS @ $11.93 . $35.79 
1 CASCO IRON only. . only 9.00 
)40)0) me) s-\ a 0)-) Se $44.79 


YOUR TOTAL SELLING PRICE $75.80 oe Owe 


YOU MAKE.. ‘31° THROUGH YOUR WHOLESALER 


CASCO PRODUCTS CORP., Bridgeport 2, Conn. 


See us at the National Housewares Show in Atlantic City, July 12. 











electronic portable room 


AIR 
CLEANER 


Lipps 
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—— for the home appliance market! 


Dustronic is a new appliance that meets a demand as old as the art of 
housekeeping. This unique room air cleaner helps to do away with 
the drudgery of dusting furniture, washing woodwork, laundering 
curtains — virtually eliminates all of the cleaning chores that score 
highest on every housewife’s “‘most hated”: list. 

Independent laboratory tests prove this electronic unit collects 
92% of standardized, fine laboratory test dust. Actual tests in homes 
demonstrate that furniture dusting may be reduced as much as 99%! 


EIGHT MILLION PROSPECTS 
Dustronic provides positive relief for hay fever and dust-allergy victims. 


99% of ragweed pollen is removed from Dustronic-filtered air, offer- 
ing absolute relief to more than 8,000,000 hay fever, dust-allergy and 


DEALERS + DISTRIBUTORS 


asthma sufferers—all A-1 prospects for Dustronic. Airborne cough 
and sneeze fluids are also collected and destroyed. 


DUSTRONIC’S ELECTRONIC ACTION DOES THE “IMPOSSIBLE” 


A large two-speed fan pulls air into the base of the unit through a 
chemically treated aluminum filter. Microscopic particles which filter 
through this mechanical barrier then pass through a series of 8 
electrostatic plates, which are charged to high voltage by a built-in 
power pack. Electrically charged particles are attracted and held to 
oppositely charged plates; virus, bacteria and fungi are destroyed by 
a germicidal plate coating. Purified air is distributed through perfor- 
ated cabinet top without creating drafts. 

Functional Dustronic units are attractive, too! Handsome, all-metal 
cabinets are finished in Neutral Gray baked-enamel. Lightweight 
(30 pounds) and compactly built to fit into small areas (13” x 16” x 
25”). Easily moved from room to room—no installation required, 
plugs into any 115 volt AC wall outlet. Quiet, inexpensive operation 
costs only as much as a 100 watt bulb. 


Cash-in on this terrific appliance-sales opportunity. Immediate delivery, liberal discounts ... 


Write for complete information today! 


RADEX CORPORATION 2076 ELSTON AVE., CHICAGO 14, ILLINOIS 
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Manufacturers of—TOasters - Grills - Irons - Mixers - Automatic Coffee Makers 
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HE Small Appliance Division of the General 
Electric Company had a choice of two ways of 
doing business. 


We could have agreed with those retailers who 
believe in “discount”’ selling. Or we could have agreed 
with the great majority of retailers who believe in a 
fair margin of profit for a job well done. 


We have chosen the latter course—because we sin- 
cerely believe that indiscriminate price cutting is a 
serious threat to your business and ours. We equally 
believe that, in the long run, a fair margin of profit for 
you is essential for the health of all retailing. 

Our stand in this matter is supported by the McGuire 
Act and the Fair Trade Laws of 45 states. These laws 
have enabled us to wage a full-scale campaign to en- 
force our Fair Trade agreements for the past twenty- 
two months. 


What have we done? 


When Congress passed the McGuire Act in 1952 im- 
plementing the various state Fair Trade Laws, we es- 
tablished a Fair Trade Section fully staffed to enforce 
observance of our Fair Trade agreements. 


Since then we have signed 15,200 agreements with 
retailers. 


9,200 shoppings have been conducted in 43 states. 


One or more registered letters have beensent to 2,300 
retailers concerning our enforcement program. 


More than 370 legal actions have been taken in 14 
different states. 


Every legal action we have finally concluded has 
resulted in an injunction or in an agreement which 
assures compliance by the retailer charged with 
violation of the Fair Trade Laws. 














So vigorous has this campaign been that it has even 
been complimented in a decision of the New York 
State Supreme Court. 


What are we going to do? 


We will continue to shop retailers in every state which 
has Fair Trade Laws. We will investigate every com- 
plaint of illegal price cutting on G-E small appliances. 
We will seek voluntary agreements to end Fair Trade 
violations. 


We will take legal action in every case where it is 
necessary to enforce compliance with the laws. 








What can the retailer do 
to help Fair Trade? 


Any retailer who believes that the Fair Trade Laws can 
assist him in building a sound business, can be a real 
help in our campaign by following three simple rules: 


1. Sign the voluntary Fair Trade Agreement which 
he receives from us. 


2. Observe our Fair-Traded prices. 


3. Whenever he has positive evidence a retailer is 
selling any G-E small appliance at less than the 
Fair Trade price, he should report it immediately 
to the Fair Trade Section, Small Appliance Divi- 
sion, General Electric Co., Bridgeport 2, Conn. 


Small Appliance Division 


@B) ELECTRIC 


Clocks - Fans - Vacuum Cleaners - Automatic Blankets - Heating Pads 
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EXcLUSIvE / 
2- SPEED 


CONTROL 
QUIK-VAK 





Caniste, 
Model gg 
with Complete. 
ee 


Ittach 








It pays to push Cadillac 
—the cleaner that pulls in sales! 


Actually, nobody pushes a Cadillac Quik-Vak—neither 
‘you nor the lady whose household cleaning jobs it handles 
with such amazing efficiency. You display it... 
demonstrate it .. . and SHE BUYS, because this 
dirt-hungry Cadillac canister offers every feature she 
wants for fast, thorough cleaning. Namely: 


@ SWIVEL TOP 

@ BEAUTIFUL 2-TONE GREEN FINISH 

e DISPOSABLE DUST BAG 

© “FLOATING BRUSH” FLOOR NOZZLE , wo.LEAK 

© OVERSIZE MOTOR—POWERFUL PICKUP FILTER SYSTEM 
© E-Z ROLL DOLLY (Optional Equipment) 


e MOTOR MOUNTED 
IN RUBBER 
Reduces vibration 
and noise 


PLACE ORDERS 
NOW! 


Get set to meet the demand 
created by national ad- 
vertising in leading 


consumer magazines 





For more than 44 years, sold 


CLE ME NTS MFG. co. only by reliable dealers and 


Dept. A., 6650 S. Narragansett Ave., Chicago 38, Ill. distributors. 
AOL REET RBS RN LERNER ELLIS BELT ST 
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operative help but he “won't go for 
it because the distributors’ require 
the use of their own mats and slogans. 
All the dealer gets out of it is the 
insertion of his name.” Because he is 
getting less co-op money from his dis- 
tributors, a dealer in Phoenix, Ariz., 
has increased greatly his use of classi- 
fied advertising. He is “convinced 
that advertising today pays only when 
the dealer has a bargain to offer. And 
classified—that little type which the 
bargain hunters peer at, is more effec- 
tive for less money.” A department 
store in the same city is getting “less 
co-op money, but much more help in 
the way of sales promotions and other 
assistance.” 

In two cities of the Far West, deal- 
ers gave a completely different reason 
for a drop in display advertising. A de- 
partment store in Sacramento is 
spending the same amount on display 
advertising this year, but gets less 
space for it because of an increase in 
the newspapers’ display advertising 
rates. A merger of newspapers in Salt 
Lake City has affected dealers’ ad- 
vertising there. One dealer claims that 
“costs have gone up and I have acted 
accordingly.” He is turning more of 
his budget into radio advertising and 


TV co-op. 


More Ads, More Sales. Among the 
dealers doing more display advertising 
this year, an interesting example is in 
Long Beach, Calif. A long-established 
independent dealer there has increased 
display advertising by 25 percent as an 
experiment. He decided that this 
year would tell the story of whether 
or not he would have “to give his 
business back to the Indians.” He 
wanted also to see if he could make 
as much money this year as his sales- 
men. So he’s “giving it Hell’—with 
advertising and direct selling. So far 
he has a good report. Business is up 
nearly 35 percent over the same pe- 
riod of 1953. He believes that adver- 
tising is One reason for this increase. 
He gives an assist to his distributors 
who have been giving him more co-op 
help. These distributors, he says, are 
“pretty liberal with dealers who are 
aggressive.” 

In nearby Los Angeles, one of the 
largest department stores has doubled 
its advertising budget for white goods, 
but for an internal reason. The store 
slipped behind its competitor during 
1953 in advertising lineage. While 
sales volume stayed up, the manage- 
ment knew it couldn’t last because the 
store would eventually have its cus- 
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tomers drawn to the advertising com 
petitors. ‘The 1954 increase in adver- 
tising is showing returns in an 11 
percent increase in appliance sales so 
far this year. . . 


“Time for Promotion.” An independ- 
ent dealer in Denver has increased dis- 
play advertising from 1000 lines a 
week in 1953 to about 1500 lines a 
week in °54, “because business is 
harder to get and we feel this is the 
time for aggressive promotion. Now’s 
the time to hit hard.” This dealer 
actually has increased his cost of ad- 
vertising more than the lineage record 
shows because he is paying for more 
of it. “We’re doing more on our own 
because the distributors are helping 
less. Also, if we do it on our own we 
don’t have to follow the distributors’ 
rules—we can go ahead with some red- 
hot specials.” 


Two Trends for Co-op. There are two 
trends apparent to the observer from 
the reports of dealers on the amount 
of co-op funds being offered by dis 
tributors. One, most evident in the 
cities where discount houses are 
strong, shows that department stores 
are getting a larger share of this co-op- 
advertising money—with more adver 
tisements which are 100 percent dis 
ributor paid running under a depart- 
ment store name. The other trend was 
described by one independent dealer, 
“Distributors seem to be turning to a 
more intelligent placing of their adver- 
tising funds.” He meant, of course, 
that he is getting some, but in the over- 
all picture it brings the point that the 
“legitimate” dealer is getting more 
money from distributors for brand 
promotion, while the sharper oper- 
ators who want co-op funds to push a 
“special” are having trouble in get- 
ting them. 

If, for any reason whatsoever, the 
dealers in the Far West or elsewhere 
intend to start the fall selling season 
with less attention to their advertis- 
ing, they should first read and con- 
sider the following. It is a direct quo- 
tation from the manager of a Sears, 
Roebuck retail store known to this 
writer. States the Sears’ manager: 
“We are using 50 percent more adver- 
tising this year than in 1953. Other 
dealers in the city went to sleep so we 
increased our advertising and as a 
result our appliance business in- 
creased 34 percent during the first 
quarter. And for April and May it is 
72 percent ahead of the same two 
months of 1953.” End 





Selling Appliances to Utility Employees 


It’s long been a problem for dealers. Either they didn’t sell 
them at all or they did it at profitless prices. 


* 


But down in the territory of the Arizona Public Service Co. 
dealers have not only made a whopping increase in such sales, 
but they are also doing it at a fair profit. 


It’s all part of a startlingly successful new plan which may 
be copied all across the nation. Read about it in the August 
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ARE YOU GETTING YOUR SHARE? 


Get your share with the washer specifically designed to appeal to this 
huge wringer washer market. 


ee 


There is still a heavy demand for the speed, simplicity and economy of the 
wringer-type washer. The Woman’s Friend Giant Model illustrated here has 
many features that put it ahead of competition — unusual styling, semi- 
automatic control, motor-minder, 1/3 H.P. Westinghouse or G.E. motor, easy- 
to-clean pump — to name a few of the features that have potent sales 
appeal. 


Ee ae sss ea aie Aree 


The top model (Regent) has four colors including gold trim — something 
new and displayable. Low-end model is full skirted, has surprising number 
of features that make it far superior to the usual “stripped model”. 


Behind all five models in the line is a more than half century’s experience 
building quality washers. Write for full details on the Woman’s Friend 
franchise in your territory. We sell direct. 











eA ‘kh ‘vit 
TYP UAL COMMUN ct. 





SHOWING APPROXIMATE * 
NUMBER OF * 
NON-AUTOMATIC WASHERS MARION, $60, 


Sa 
SOLD LAST YEAR PITTSBURGH, PA. 
(Nat'l average: 
3 out of 7) 











Mires represent MARION, IND. OPELIKA, ALA. 
estimates (GRANT CO.) — 777 (LEE COUNTY) — 176 


Wmanis Fttiond WASHERS 
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1 Get a package of 
pancake mix, an aluminum 
griddle, a little water, 
some butter. Mix batter 
for two cakes. 


4 Bake the second pan- 
cake. Make no adijust- 
ments to the element. 


5 show your customer 


the absolute uniformity of 


{/ 2 Turn on the element to 
/ the two cakes. 


the right setting for pan- 
“ cakes. Bake one cake and 






= wid 6 this is unequalled 
> = cooking uniformity. Ask 


3 Leave element turned Yat for the order; you'll get it! 


on. Wait several minutes. 


You Can Make This Convincing Demonstra- 
tion... And Make More Sales If The Line 
Of Ranges You Carry Is Equipped With 
Proctor’s Infinite Control Switch! 


@ Unlimited heat selection—not just 5 or 8 
settings, but infinite! 

¢ Absolute uniformity of heat! 

e Entire element is under heat—not just 
outside or inside coil! 


Tell Your Manufacturer How Important 
These Selling Features Are To You. He'll 


~ PROCTOR 


ithe Te can 10 





e «* 
Equipment Division, PROCTOR ELECTRIC CO., 3rd Street ond Hunting Park Ave., Philadelphia 40, Pe. 
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“A Dealer Speaks” 


To the Editor: 

The following is a copy of a letter 
I recently wrote to the general sales 
manager of a leading appliance com- 
pany. 

“Never before have I been more 
concerned about the welfare of the 
appliance business than I am at the 
present time. I believe you will agree 
with me that the appliance business 
was built from a small business to 
one of the major industries in the 
country as a result of specialty selling, 
and along with specialty goes those 
things known as specialty wholesaling 
and distributing organizations, retail 
appliance dealers and retail salesmen, 
and with this hard hitting organization 
our story has been taken directly to 
the consumer. 

Over a period of the last eight or 
ten years there has been a trend away 
from that process and it has come 
about, in my opinion, as a result of 
the industry at the manufacturing 
level permitting practices which si- 
phon off a sufficient amount of the po- 
tential business which the retail level 
has developed to other channels and 
eliminating that profit to the retail- 
ing level thereby leaving such a small 
amount of business that the retailers 
have a difficult time engaging in those 
things that built the business. 

I put this trend in two categories. 
One—the manufacturing industry per- 
mitting the merchandise to go into 
the hands of organizations that sell 
at their cost plus a small margin and 
generally known as “discount houses”. 
‘T'wo—the manufacturer as an industry 
selling to the speculative building 
trade at costs below that which .the 
regular established retailer is able to 
buy the same merchandise. 

It occurs to me that we, as retail 
operators, are now not only competing 
with each other but we are competing 
with the factory in two instances as 
previously outlined, namely: the dis- 
count houses and the building trade. 

You realize I am sure that these 
two evils, and I believe you will agree 
they are evils, are not good either for 
the buying public or the industry as 
a whole because from the beginning 
we have always felt that there was a 
certain amount of maintenance in- 
volved in all major appliances as in- 
dicated by the industry going from a 
90-day warranty up to a 5-year warranty 
on certain parts of the appliance in- 
dustry. 

You, I am sure, should realize 
that the two operations which I have 
mentioned make no attempt toward 
any regard for the merchandise after 
it has left their hands. 

It is my firm belief that unless the 
manufacturers themselves take some 
steps to correct this very unhealthy 
condition it will not be too long in 
the future before most of us who have 
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developed this big industry as the 
ultimate outlet, will be eliminated 
from the field and then it will be 
strictly a proposition of the factory 
to the consumer. 

If our original plan for developing 
the industry was good for the develop- 
ment of the industry, then it it rea- 
sonable to believe that it is a good 
one to follow. 

As for our own operation, we are 
continuing to adhere to our basic plan 
of operation. We are continuing to 
maintain our retail selling organiza- 
tion. We have established branch 
outlets, we have set up facilities for 
trading-in and completely recondi- 
tioning and reselling used merchan- 
dise. In spite of all this the net re- 
sult is becoming less attractive each 
year. 

In every periodical pertaining to 
the industry that you pick up and 
read you will find some comment 
about government regulation. It is 
not my feeling, and I do not believe 
yours, that we of the industry desire 
to have the government police our 
business, but rather we are big enough 
and plenty capable to police our in- 
dustry, and while I know you will say 
any policing can be done at the retail 
level, I believe you can also agree that 
it can be more effectively done at the 
wholesaling level. 


Your very truly, 


Claude H. Wolfe, President 
Claude H. Wolfe, Inc., 

19 E. Washington St. 
Orlando, Fla. 


“For the Record” 


To the Editor: 

Not as criticism, but in the interests 
of setting the record straight, I would 
like to call your attention to a few 
questionable statements in the article 
on page 144 of your May issue. In 
column 3, paragraph 4, the quote 
should have read: Walsh says “but 
once it’s installed it gives us no more 
trouble than black and white”. Prob- 
ably the word “no” was inadvertently 
dropped through a typographical error. 

In column 4, paragraph 3, I do not 
think that anyone in Westinghouse 
“admitted” the 15” color sets will be 
worthless when 19” color sets are 
announced as is claimed. They will 
undoubtedly be worth less than they 
are now, but “worthless” seems too 
strong a word to choose. Again, a 
typographical error may be to blame 
resulting in running the two words to- 
gether. 


Very truly yours, 


J. F. Walsh 

Manager of Marketing 
Westinghouse Electric Corp. 
TV-Radio Div., Metuchen, N. J. 
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Merchandising Tip for Gas Range Dealers... 








“Shopping around” days are here again. Housewives want more 
HELPS You modern features in a gas range . . . and one of these is higher 
“baking ability.” Because this feature is so dependent on oven 
control, more and more gas range manufacturers are using the 


SE LL MORE Penn Oven Thermostat. 
This really different thermostat is more sensitive. It responds 


faster. Oven temperature is stabilized quicker and stays true to 
dial setting . . . over-run and under-run are minimized. 
GAS RA bs G es Does the gas range you sell have this higher “baking ability” 
feature? If not. . . ask your manufacturer, he can get it for you! 
Penn Controls, Inc., Goshen, Indiana. Export Div.: 13 E. 40th Street, 


New York 16, N. Y., U.S.A. In Canada: Penn Controls Limited, 
Toronto, Ontario. 








PERE E Eee | ll fy] EEEEEEIEEE EER EPr eee 


AUTOMATIC CONTROLS 


FOR HEATING, REFRIGERATION, AIR CONDITIONING, GAS APPLIANCES, PUMPS, AIR COMPRESSORS, ENGINES 





E 
LECTRICAL MERCHANDISING—JULY, 1954 


PAGE 35 























veeeuvuse 


ee 








Hor! 


HEY’RE hot right now, Mr. Dealer . . . sweltering, 

sizzling and sleepless . . . and they'll get even more 
so in August! What’s the one room air conditioner that 
turns these hot prospects into cool cash fastest and easiest ? 
Fedders. Here’s why: 


FULL PROFITS 


No distress merchandise here. You get full price and full 
profit because Fedders delivers full power and depend- 
ability. Tremendous cooling power . . . dehumidifying 
power ... and air filtering power. 


TESTS PROVE FEDDERS MOST POWERFUL 


If you’re a Fedders dealer, you’ve received a copy of in- 
dependent tests made by a famous aeey organization. 
What a powerful sales clincher that is! If you're not a 
Fedders dealer, and you want to see a real eye- opener, 
contact your nearest Fedders Distributor today, or write 
Fedders-Quigan, Dept. EM-7, Buffalo 7, New York, and 
we'll gladly send you his name and address. 

P. S. That old master salesman, Dave Garroway is demon- 
strating Fedders to 3,500,000 NBC-TV “Today” watchers 
every single morning in July and into August ... with local 
TV listings right after each demonstration! 


... With the PROFIT-FULL, 
POWER-FULL 
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Model 55411 
55,500 B.T.U. output 









Model 55414 
75,800 B.T.U. output 












Model 55434 
75,000 B.1.U. output 












Model 55431 
55,000 B.T.U. output 





Model 45033 
85,000 B.T.U. input innted anebe 


65,000 B.T.U. input 












Model 45002 
65,000 B.T.U. input 











Ae 


Model 45031 
45,000 B.1.U. input 





oil and gas heaters that step up your sales 


In the space heater business, there’s no line that gives you as much as 





PREWAY ... no line that’s coming as fast as this one. In engineering, in 
styling, in pricing, PREWAY — now third largest in the field — provides the 
lead story in the industry, for both oil and gas—and behind it is the full profit 


mark-up your success depends on. 


In the hotly contested selling days ahead, you'll need the full power of this 


dynamic, growing line — and you know it. So write at once to have the 









PREWAY distributor in your area call to give you the full facts and figures. 








Model 45001 
45,000 B.1.U. input 


Showing ac Space 509 


<A - New York Furniture Exchange — Hew Zork 


You'll thank your stars that you did. 









INC 9154 Second Street, North 
, * Wisconsin Rapids, Wisconsin 
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Only SERVEL gives |: 


pore: 3 air conditioners that give SERVEL 
| dealers big share of all 3 markets! 


5 INCHES INTO ROOM 




















BEST BUY IN THE BUDGET-PRICE MARKET! A FULL % HP. unit at a price M 
of $299.50* is the biggest value your air conditioner prospects ‘f#" mi: 
will find anywhere! Yet you make full profit on each and every “N 
sale! Your greatest opportunity ever to get fast turnover without in 





sacrificing a penny of your profits! 


VENTILATES *Sugégested retail price in 
be 
@®eeeeoeaoeceoeeaeeoeeeaeeoeeeseoeeeeeee @ a. 
COOLS AND . 
VENTRLATES REAL PROFITS IN THE CASEMENT WINDOW MARKET! Here’s an air condi- 
é tioner that fits casement windows without installation extras or 4 


window remodeling! Creates thousands of new prospects for you! 
And Servel’s 43 and 2 H.P. models are priced to give you real 7 














A cae ] volume in this wonderful new market! 
Si 
ssa eeecoeeeseeeeseeeoeeeee2e ee ee 808 fi 
SY R 
BIG VOLUME IN MEDIUM-PRICED MARKET! Servel dealers are ready for the si 
SINGLE DIAL millions of prospects who want a Deluxe air conditioner at a E 
anaes popular price! These % and 1 H.P. Servel beauties have all the . 





Available in models 
that heat and cool! 


features that excite the imagination of air conditioning prospects! 
Available in models that heat as well as cool to further add to 
your number of prospects! 
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FREEZER SEASON HERE! 





WONDERBAR SALES WAY UP! WATER HEATER VOLUME! 





Freezer sales will skyrocket during the summer Dealers everywhere report a big spurt in Wonderbar Servel dealers are really building water heater 
months ahead! Servel’s Cold-Seal Construction cuts sales! Yes! The big selling season is here for the volume because Servel offers an automatic water 
operating costs for your prospects and gives you a appliance that is being bought for offices, summer heater for every size family. .. for every size budget! 
big selling point! Upright and chest-type models. homes, patios ... every room in the house! For boats A choice of gas or electric models! Counter and 
9 to 22 cu. ft. and planes, available in dual voltages for switching upright styles. 20 to 80 gallon capacities, 


from battery to shore current. 
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you all 3! 


World’s only refrigerator 
with no messy ice trays! 


Makes ice cubes without trays and puts ’em in a basket, auto- 
matically! No wonder it’s easier to close sales with Servel! The 
“No Messy Ice Trays” demonstration is the most dramatic in the 
industry! Servel’s huge freezer compartment ... automatic defrost 
... head a list of features that give Servel dealers the biggest sell- 
ing edge in the industry! One Servel sale always leads to more... 
because everyone who sees Servel make ice cubes without trays in 
» @ a customer’s home, wants one too! 




















A complete, specialized line 
geared to your selling needs! 


Servel doesn’t load you down with appliances that camp on your 
ie floor for good! Electric Wonderbars®, Freezers, Water Heaters, 
Room Air Conditioners...every Servel product has been de- 
signed to get you a big share of these fast-growing markets! 
Every Servel product has the features that really make it easier 
to sell! That’s why Servel dealers get big turnover all the time! 

















Magazine advertising that 
reaches more prospects! 


Servel does everything in a big way! That’s why we use LIFE and 
Saturday Evening Post! We know they reach right into every city 
and town in the nation! We know that they reach your prospects! 
And Servel uses big 2 page spreads that catch the eye of every 
reader! You'll be backed by these powerful ads all through the 
selling season! 












MAIL THIS COUPON TODAY! 


to: Servel Inc. 
119 North Norton Avenue 
Evansville 20, Indiana 





Have the Servel distributor nearest me rush full information 
on Servel’s 1954 products and merchandising plans! 





The name to watch for great advances in 


NAME. 
REFRIGERATION and AIR CONDITIONING 
ADDRESS. 
Servel Inc., Evansville 20, Indiana 
CITY. ZONE. STATE. 











In Canada, Servel (Canada) Ltd., 548 King St. W., Toronto, Ontario 








tHE SAFETY Feature 


behind the world’s 
WZ Most complete line 
: of Electric Heaters 


3 E 
ELECTROMODE 


Electromode Corporation is the only com- 
pany manufacturing electric heaters exclu- 
sively that offers a complete line of electric 
heating equipment...with the safe, cast 
aluminum heating element. Twenty-five years 
of specialized experience is behind each Elec- 
tromode Heater... for home, for industry, 
and for farm. 


100% SAFE 


Only Electromode has the completely sealed- 
in, cast-aluminum heating element. No dan- 
ger of fire, shock, or burn. Automatic safety 
switch prevents overheating. 


5-YEAR GUARANTEE 


The heating element is guaranteed for five 
years against any defect in material or work- 
manship. Approved by Underwriters’ Labo- 
ratortes. 


HOME, INDUSTRY 
AND FARM 


Electromode offers heaters of mod- 
ern design for the home: for the 
Bathroom; a Wall-Type Down- 
Flo Heater for big rooms; and the 
new Automatic Portable... On the 
farm working comfort and free- 
dom from frozen water pipes is 
provided by the Milk House Heat- 
er, while another special model is 
that for the Pump 
House . . . In indus- 
try there is the Sus- 
pension Type; the 
Combination Porta- 
ble, the Explosion- 
Proof, and the Auto- 
matic Wall-Type 
Electric Heaters. 


The complete line of 


Electromode Electric 

Heaters is approved by 

Underwriters’ Laboro- 
tories. 


Seud Today ! 


Send today for illustrated literature 
describing Electromode electric heaters. 
C) HOME C) INDUSTRY 


C) FARM [) COMPLETE LINE 





ELECTROMODE 


CORPORATION 


45 CROUCH STREET 
ROCHESTER 3, NEW YORK 


ECONOMIC CURRENTS 
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No Upturn This Summer 


By the McGraw-Hill Dept. of Economics 


URING the summer, business as 

a whole seems likely to bump 
along mostly sideways, but with a 
little drift downward. It is difficult to 
see any force now in motion or im- 
mediately in the offing which gives 
clear promise of giving the economy a 
large lift—the lift it must have not 
only to straighten out some of the 
kinks which still remain but to send it 
soaring as well. 

The downtrend is expected to con- 
tinue, because we still have some dis- 
tance to go before inventories are cut 
to a point where living off them 
will be impossible. As now planned, 
the total government expenditures 
(federal, state and local combined) 
will be moving down a bit during 
the year. And, while it will con- 
tinue at an extraordinarily high level, 
the same thing is true of the total 
of business investment in new fa- 
cilities. This situation is likely to 
continue through the summer, barring 
a major involvement by the United 
States in the Far East. — 

The consumer has given no indica- 
tions of changing his middle-of-the- 
road course (Economic Currents, May, 
1954). Total consumer spending has 
continued at about the same rate as 
in the months of April, May and June 
of 1953. This apparent firmness in 
consumer buying is one reason fre- 
quently given for optimistic appraisals 
of future trends. However, within this 
appearance of stability, significant 
changes have occurred in the pattern 


of spending. 
8% LESS FOR DURABLES ... 


People are spending less on goods, 
especially durable or hard goods, and 
more money on services. Appliance 
dealers have felt this shift in pattern. 
From the second quarter of 1953 to 
the first part of this year, consumers 
spent 8 percent less on durable goods, 
such as automobiles, television sets, 





refrigerators and washing machines. 
They spent 1 percent less on nondur- 
ables, mainly food and clothing. But 
they spent enough more for services, 
such as rent, transportation, electricity 
and medical care, to offset the drop in 
other categories. It is estimated that 
at least half the gain in consumer 
spending on services has been for 
housing. Payments of rent in particu- 
lar have been on the uptrend. More 
spending on rents, however, is not 
likely to bring about significant gains 
in employment and production. And, 
therefore, more consumer spending 
on services has had a much smaller 
effect on employment and production 
than an equal decrease in purchases of 
goods. 


INSTALLMENT CREDIT INCREASES 


The figures bear out the fact that 
consumers have been less eager to 
spend for goods. April was the first 
month this year to show an increase 
in installment buying. Installment 
credit increased $9 million in April. 
However, last year, installment credit 
rose $376 million in the same period. 
Total consumer debt at the end of 
April was $27.3 billion. This was 
$875 million above a year ago for the 
same period. By contrast, the year-to- 
year gain between April, 1952, and 
April, 1953, was much greater. ‘Total 
installment credit in April, 1952, in- 
creased from $14.7 billion to $19.8 
billion for the same month in 1953. 

Another gauge of consumer buying 
is retail sales. Retail store sales as a 
whole indicate a modest decline. 
From the first of January to the mid- 
dle of May, retail sales were only 3 
percent below 1953 levels. The sig- 
nificant figure to appliance dealers, 
however, is that retail sales of durable 
goods declined 12 percent between 
March of this year and the same period 
a year ago. 

(Continued on page 46) 
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PORCELAIN ENAMEL 
turns your customers 


Salesmen ! 












When you sell appliances finished with Porcelain Enamel, your 
customers become boosters for Porcelain Enamel, and boosters for 
you! Your satisfied customers are a real business asset. 

Housewives are pleased with tne ease of cleaning, the durability, 
the permanently “new” appearance that are exclusive with Porcelain 
Enamel, and they are glad to point out these features to their 
friends. Even after they have used a Porcelain Enameled range, 
washer, refrigerator or other appliance for years, they can be proud 
of its clean, sparkling, stain-free, scratch-free, non-yellowed surface. 

So capitalize fully on the sales value of the Porcelain Enamel 
finish. Its many advantages appeal strongly to your customers and 
its permanent quality helps build future business through satis- 
fied users. 





This ge sp ed by the Frit Division of the 


PORCELAIN ENAMEL INSTITUTE, INC. 


1346 Connecticut Avenue, N. W. Washington 6, D. C. 








a Use P.E.1. SALES TOOLS to sell 
oe, more Porcelain Enameled Appliances 
. You can dramatically—and easily—demon- 
oo strate the burn-proof, acid-proof, scratch-proof 
Zz qualities of Porcelain Enamel with materials 
— furnished by the Porcelain Enamel Institute. 
= Use the coupon to get free copies of the use- 
—_— ful booklet, “Selling Facts About Porcelain 
Enamel,” the demonstration folder, “Prove for 
Yourself . .. ” and information on the 
Demonstration Kit and Slide Film. 











---------------- 





This label identifies Genuine 
Porcelain Enamel surfaces on 
appliances and other products. 


TO CLEAN 


Porcelain Enamel Institute, Inc. 
1346 Connecticut Ave., N.W. 
Washington 6, D. C. 
(Check items desired) 
Please send me a free copy of : 
O “Selling Facts About Porcelain Enamel” 
O “Prove for Yourself...” Booklet 


Please send me information about: 
O Demonstration Kit 
0 Stide Film 

NAME .......... 

COMPANY . 


ADDRESS... 
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*K Le G- E ‘Dacor Model SEE US AT THE 


MUSIC SHOW 


GE Quail 7” PEO LACQUER Room 
$144.4 
un only 













































: .: CE Oltias Vision 4 
A G.E. fast! Moe G-E PICTURE VOTED BEST 7%1, 
Sets with Alumnized In 108,792 

‘tubes than all others Side - by - Side 


combined . Showdowns ~ 





































































































Model 210245 





RS. 
See y 
» GEdistibulor 
ca FAST! 


Progress /s Our Most /mportant Product 


GENERAL @@ ELECTRIC 


RADIO & TELEVISION DEPARTMENT, SYRACUSE, N.Y. 





Model 21C244 


BIGGEST : NEW DEALER iI. ' BETTER 
2h inchtomens4 “ghee” FLOOR PLAN. ~-) / PROFIT 
iw all T/ I more SELL NOW — , if! . MARGIN 
PAY LATER! yX for you ! 





























The new Chromalox Microtube surface units 
really heat up fast. They cool down fast 
too, say their makers . . . offer an important 
selling edge to the ranges which carry them, 
because of their extra responsiveness to switch 
changes in both directions. 


The secret is found in the advanced design, 
where Nichrome makes an important contri- 
bution. Because Microtubes are pencil thin, 
they provide a larger area of cooking surface 
than that of conventional units—despite a 
weight reduction of 30%! These new units bid 
fair to make cooking history—and for you, 
selling history. 

And speaking of history, Edwin L. Wiegand 
Company, Pittsburgh, the makers, have been 
using Nichrome, the world-famous alloy, in 
their heating elements for just 28 years! Let 
them tell you why in their own words: 


“Since we are in business to provide the finest 
heating elements money can buy, our speci- 





> n 
“© ug. 9.* 


in Canada: The B. GREENING WIRE COMPANY, Ltd., Hamilton, Ontario. 
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Nichrome*'; produced only by 


Driver-Harris Company 


HARRISON, NEW JERSEY 
BRANCHES: Chicago, Detroit, Cleveland, Lovisville, Los Angeles, San Francisco 






fications are necessarily extremely exacting. 
We use tons of Nichrome and we like its 
consistently maintained high quality and 
uniformity from spool to spool.” 


Yes, you can’t find a stronger sales argument 
with any customer than to tell him your range 
has “heating elements of Nichrome.” It’s the 
standard by which heating performance is 
measured in fine ranges everywhere. 


MAKERS OF THE MOST COMPLETE LINE OF ELECTRIC HEATING, RESISTANCE, AND ELECTRONIC ALLOYS IN THE WORLD 





SULT, 


*T M. Reg. U. S. Pat. Off. 





Economic Currents 





“consumersare postponing their 
purchases of durables” 








But the consumer has close to the 
| same amount of money he did last 
| year. In April personal income was 
| $282 billion at an annual rate. Al- 
| though this was $1 billion lower than 

the previous month, the first four- 
| month average for this year was $283 
billion—$900 million higher than 
| 1953. The decline between April and 
| March was caused by a reduction in 
factory payrolls in durable goods in- 
dustries and a decline in farm income. 

Because of the cut in personal in- 
come taxes, personal disposable income 
figures look even better than total in- 
come figures. The first quarter of 1954 
seasonally adjusted annual rate was 
$249.8 billion, compared with $245.4 
billion for the same period last year. 

Another factor is that savings are 
still very high. In the first quarter of 
1954, net savings were 8 percent of 
disposable income. This is slightly 
above the first quarter of 1953 when 
net savings were 7.2 percent of dis- 
posable income. This figure also in- 
cludes repayments on _ installment 
credit which are not generally con- 
sidered savings. Nevertheless, the 
figures are still very high. 

There are several points to bear in 
mind when looking at consumer in- 
come figures. As the Federal Reserve 
Board’s Survey of Consumer Finances 
indicated, consumers intend to buy 
almost as many durable goods this 
vear as last. But they show a tendency 
to postpone their purchases until the 
latter part of the year. Therefore, 
even if they have money, they must 
be induced to spend more. 

And overall income figures hide the 
fact that there are some who have 
less to spend than they did a year 
ago. Unemployment declined _be- 
tween March and April; but, with 
this exception, it has increased every 
month since the low of last Septem- 
ber. And it will increase again as 
this year’s graduates enter the labor 
market. About two million students 
will graduate in June and July, and 
they are classified as unemployed un- 
til they find a job. Unemployment, 
however, is expected to be temporary— 
and no cause for alarm. 


LAST YEAR’S LEVELS THIS YEAR 


These factors point to levels for 
the summer months close to those of 
last year, with a slight downward 
trend. Of course, a full-scale war in 
Indo-China could lead to a dramatic 
change in the course of business and 
induce consumers to a “last chance” 
buying spree. The range of political 
forecasting runs all the way from pro- 
ducing the overture to World War 
III, and thus touching off another, 
and perhaps the last, war boom in 
the U. S. A. to prompting a modest 
increase in orders for war materials 
to intensify what will remain a war 
of fairly limited scope. Chances are 
that any change in our political out- 
look will be slow in evolving and will 
not change the direction of the econ- 
omy for the summer. End 
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Frigidaire’s “Kitchen of Tomorrow’ 





means better appliances... today ! 


Hundreds of thousands of visitors to the great 
General Motors Motorama for 1954 have seen 
and marveled at Frigidaire’s fabulous “Kitchen 
of Tomorrow.” It has provided a fascinating 
peek at what completely automatic living 


could be like. 


But, this “Kitchen of Tomorrow” is more 
than just a forecast of things to come... it is 
an actual testing and proving ground that is 
making its effect felt right now, today! 

For, although many of the innovations may 
be a long time in coming, many are just around 
the corner and some are already in home use 
in Frigidaire products. 

From just such advance planning and ex- 
perimental engineering has come the colorful 
new Cycla-matic Frigidaire with complete 
Self-Service. 


From it has come the new Frigidaire Elec- 
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tric Range, featuring seven ways to cook 
without an extra pot, pan or skillet. 

From it have come the Food Freezers, 
Laundry Equipment and other Frigidaire 


products that are doing so much to pro- 


vide work-free, automatic living for America. 

This constant and continuing development 
of better products for today and tomorrow is 
another reason why the Frigidaire franchise 


is the most valued in the industry. 








Fr igidair © bwitt and backed by General Motors 
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Now! A Sensational New 
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@® BARBECUES 
@® ROASTS 

© TOASTS 

® BROILS 

@ GRILLS 

@ FRIES 

@® WARMS 

© DEFROSTS 
@ BOILS 


© BAKES 





DESIGNED BY 
RAYMOND LOEWY 
ASSOCIATES 








-.-and 


POPS CORN, 
TOO! 











GRANTED, 
THE AMERICAN 
CHEF'S SEAL 

OF EXCELLENCE 









FREE! 
BAKE-O-MATIC 


ELECTRIC TRAY 


Makes a big baking oven of Super Chef. 
Serves as hot plate or warming tray. 


AMERICA’S LARGEST-SELLING 
FULLY AUTOMATIC 
INFRA-RED BROILER-ROTISSERIES! 


And no wonder! Only Broil-Quik has the amazing - FA / 

Thermitron Heating System! Thermo-Rod Tubular e fd OP. Oo-M A Ti 
Heating Element radiates the most intense, most even 

infra-red heat ever developed. Easy to clean. Impossible to CORN POPPER 

break. Multi-Temp Heat Control. Unlimited Variety of Makes fluffiest puffs of de- 
Heats for unlimited variety of foods. Warming, roasting, licious pop corn you've ever 
intense broiling heat... and everything in between! seen! A delight for every 
Unotrol 4-Hour Electric Timer and Off-On switch in one! hostess... kid... family who 
Just set it and forget it. Pilot Light tells you when unit sees it! 

is on. Full-View Control Panel easier to see, easier to reach. 

New Giant Capacity... actually holds 15-lb. turkey or FREE! 2 rR Y-SQUA RES 
20-Ib. roast. Recessed Tray Grooves... easy to clean. ry 

Removable Restaurant-type grill with smokeless drip well. 

Well-and-Tree Tray. Slide-Away Spatter Shield. 

Triple-Chrome Plated inside and out. Extra grill spit. Make perfect ham- 
burger, fried egg, ham 
and egg, bacon and 
egg sandwiches to fit 
bread slices! 





SEE US AT THE 
ATLANTIC CITY 
HOUSEWARES SHOW 
BOOTH 1600-01-02. 





a product of 
PEERLESS ELECTRIC, INC. 615 West 131st St., New York 27, N. Y. 
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Iaffic and Profit Builder! 


THE FULLY AUTOMATIC INFRA-RED 


BROILQUIK <2; 


SPECIAL “LGD SAVINGS OFFER 


For Your Customers! 
a Ne 


BROIQUIK: Stee ef 
Nationally Advertised $g995 


FREE! eaxe-o-matic 


ELECTRIC TRAY +] 95 


FREE! pop-o-matic 























Best Sales-Clincher you ever had in the broiler-rotisserie 
field... because it’s the Biggest Value you can offer a 
customer! You give... FREE...3 wonderful extras while 
you sell the magic of Modern Infra-Red Cooking... the 
easier, cooler, cleaner, quicker way. And there’s the same 
big Broil-Quik profit for you! It’s the fastest store traffic 
building Idea in a long time! 


* You Get Super-Powered Advertising To Bring ’Em In! 
Smashing Newspaper Ads With Your Store Name! 
Hard-Hitting Magazine Ads In 
Life « Saturday Evening Post « Collier’s 
Ladies’ Home Journal * Woman’s Home Companion 


/ ee er $ 9S McCall’s « American Home « Sunset 
FREE: 2 FRY-SQUARES * Network Television on TV’s Newest Sensation 
$] 00 NBC’s Show “‘Home““! -*K Handy Salesman’s 





Demonstration Cards (Helps them sell!) 
* Counter Displays! Window Streamers! 
Store Displays! Direct Mail! 


Get in on this sensational new Broil-Quik offer ! Call your 
distributor right now! or mail this handy coupon today ! 
Peerless Electric, Inc. 
615 W. 131st St., New York 27, N. Y. 
7) Send a Broil-Quik Distributor Quick! (] Send more information on the $40 offer! 
NAME 
STORE 


TOTAL VALUE *120°5 


ALLTHIS § 95 
FOR we 


World’s largest manufacturer of Miracle Infra-Red Appliances SRG SRA a ROE IE 
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AUTOMATIC CONTROL 


FOR DEHUMIDIFIERS! 


This is not a timer. This humidistat senses changes 





in relative humidity continuously. 
Turns on the dehumidifier 
only when needed. 
























Install it...and forget it...all year round. Saves wear and power... 
and saves money. It’s long been needed at a sensible price. 


a 


How it works 

Here isa trouble-free, accurate instrument. No complicated calibrations. 
Sensitive to small changes in relative humidity . . . it prevents needless 
operation of your dehumidifier. No relays required. Directly controls 
up to 1/6 h.p. dehumidifier motor. 


ae 


wer Ne 


Ve 


No installation cost. Hang the Humidistat on the 
wall. Plug it directly into the wall outlet and recon- 
nect your dehumidifier. That’s all. 


Who makes it 0 0 
The “Humidistat” is made by Bendix-Friez 


largest builder of precise meteorological equip- $ Siieested 
ment! 77 years of continuous manufacturing ex- Sanit 
perience. Price 


Xe 


ce 
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Pe et ed 


This Humidistat opens a 
virtually untapped new market 
* 
Write today for further information 

















Model 80 


* e F 1400 TAYLOR AVENUE 
endi= TIEZ ‘BALTIMORE 4, MD. 
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— is nothing “just as good” because there 


is no other washer like the Dexter Twin-A- 


Matic! Only Dexter provides you with two washers 


in one with twice the capacity — twice the speed 
and twice the value. The Dexter Twin-A-Matic is 
exclusive — WITH NO COMPETITION —an 


opportunity for more sales and greater profits. See D 
your Dexter Distributor or write for the complete 
Profit Picture. 


WASHERS DRYERS IRONERS PHILCO CORPORATION 


FAIRFIELD, IOWA 
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A MESSAGE TO AMERICAN INDUSTRY 


FINANCIAL AID TO HIGHER EDUCATION 


® SECOND OF A SPECIAL SERIES 


What Business Can Do to Help 
Our Colleges and Universities 


Is the financial squeeze now gripping our col- 
leges and universities grave enough to warrant 
direct action by the business community? If so, 
what can business do about it? This editorial 
is addressed to these two questions. 

In the previous editorial in this series of two, 
it was demonstrated that our colleges and 
universities, and particularly the indepen- 
dent institutions, face financial difficul- 
ties, which, unless relieved, promise to get 
progressively worse and might ultimately 
result in a national disaster. This state of 
affairs obviously gives the business community 
a crucial stake in helping to relieve the plight 
of these institutions. For our business organiza- 
tions can be no stronger than the total commu- 
nity of which they are a part. 

It does not follow automatically, however, 
that every business firm should give direct fi- 
nancial aid to education. Already the business 
structure is heavily burdened with activities un- 
related to its main purpose. These include act- 
ing as tax collector for more than $65 billion 
of federal, state and local taxes in the year 
1953. There is a limit to the amount of such 
public enterprise that can be loaded on the 
business system. 


Business Holds Key to Answer 


If, however, the survival of a key part 
of our educational system depends on its 
having financial help from the business 
community, that help should be provided. 
And this is the situation of our indepen- 


dent privately endowed colleges and uni- 
versities. 

Of course, our tax-supported institutions of 
higher learning must also be kept strong, finan- 
cially and otherwise. But they have recourse to 
public support not available to the independent 
institutions. Largely on this account, their pres- 
ent financial difficulties are much less acute than 
those of the independent colleges and univer- 
sities. 

These independent institutions have seen 
price inflation eat away much of the value of 
their endowments. Moreover, there is no pros- 
pect that these endowments can be sufficiently 
replenished by gifts from the wealthy people 
who provided them in earlier years. Progressive 
income and estate taxes have seen to that. Thus, 
they are faced not only with a peculiarly acute 
financial problem, but also one which cannot 
be solved except by tapping other sources of aid. 


Tax Support No Solution 


It is conceivable that the independent colleges 
and universities might solve their financial 
problem by seeking support from tax revenues. 
If they did this, however, they would lose their 
distinctive character as independent institutions, 
and our system of higher education would lose 
one of its major elements of strength. That is 
the existence in our educational system of both 
independently financed and tax-supported col- 
leges and universities. Each has its special con- 
tribution to make to a well-balanced system 
of higher education. 
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Business is directly dependent upon 
higher education to staff its increasingly 
complex and exacting operations. A key 
part in this process is played by the small, in- 
dependent liberal arts colleges which are the 
hardest hit financially of all our institutions of 
higher learning. “These,” states the Council 
for Financial Aid to Education, recently formed 
by a group of business leaders, “have contrib- 
uted a high proportion of the intellectual, scien- 
tific and religious, as well as business leader- 
ship of the nation. Their programs are devoted 
to the teaching of values, particularly the values 
of freedom. They are a vital bulwark to our 
system of free enterprise.” 


Means of Providing Help 


There are many means by which busi- 
ness firms can extend help to our colleges 
and universities. The most obvious, of course, 
is to make outright grants of money either to 
individual institutions or to groups of institu- 
tions for such uses as the institutions think best. 
Another means of help, increasingly employed 
by business firms, is to establish scholarships 
to pay the full cost of college or university 
courses of study. Sometimes the scholarships 
are open for general competition, sometimes 
they are limited to employees and children of 
employees of the firm granting them. Not in- 
frequently those winning the scholarships spend 
some part of their school vacations working in 
the companies granting the scholarships. 

A number of companies have recently pro- 
vided for what have come to be called “scholar- 
ships in reverse.” These companies pay a flat 
sum to a college or university for every one of 
its graduates they employ. Financing of univer- 
sity research programs also offers a broad ave- 
nue for financial aid to our universities by 
business. 


Need Two-Way Communication 


Some business firms have well-developed 
programs for financial aid to education. But 
they are exceptional. For most companies the 
problems involved are new and strange. These 
companies were created with the basic purpose 
to make money, not to give it away. Successful 
philanthopic operations involve a whole set of 





problems with which they have very little ex- 
perience. Not the least of these is how to make 
business a dependable source of financial aid 
to education, since business has no assurance 
that the profits of one year will not be losses 
the next. 

Considerations such as these emphasize the 
wisdom of a recent Industry-College Conference 
on aid to higher education by business, in mak- 
ing the first of its ten conclusions that “better 
communication, by direct contact, is needed for 
each [industry and the colleges] to understand 
the problems of the other.” At this juncture the 
creation of mutual understanding is much more 
important than the raising of some money and 
letting it go at that. The problem of aid to edu- 
cation by business has its immediate urgency, 
but there is also a long-range program to be 
developed on which business and the colleges 
and universities must pull together in the years 
ahead to find a satisfactory solution. 

As stated at the outset, failure to find a sat- 
isfactory solution could result in a national 
disaster. This means that, to give proper heed 
to their own future prosperity and the fu- 
ture welfare of the nation, business firms 
generally must go to work on the problem 
of financial aid to higher education. They 
must go to work first, to understand the 
problem; second, to establish two-way 
communication with our colleges and uni- 
versities about it; and third, to develop a 
program which pays proper heed to the 
needs and capabilities of both business 
and higher education. 





This message is one of a series prepared by the 
McGraw-Hill Department of Economics to help 
increase public knowledge and understanding 
of important nationwide developments that are 
of particular concern to the business and pro- 
fessional community served by our industrial 
and technical publications. 

Permission is freely extended to newspapers, 
groups or individuals to quote or reprint all or 
parts of the text. 


PRESIDENT 
McGRAW-HILL PUBLISHING COMPANY, INC. 
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..-Qur dealers prefer one 
dependable financing source” 






says MR. L. W. BEAVER, President and General Manager of 
Saginaw Distributors, Inc., Bendix-Crosley and York distributors serving 
Northeastern Michigan. 








ee E have been working with the 
CommMerciIAL Crepit PLAN since 

we started to distribute appliances. Obvi- 
ously we would not be using or recom- 







mending it now if we did not believe it 
was valuable both to us and our dealers. 
For the dealer, CommerciaL Crepit’s 
taking of his retail sales contracts is the 
chief advantage. But he also benefits 
from ComMeRcIAL Crepit’s factory-to- 
customer financing, excellent insurance 












features and speedy credit approvals. 







Our experience as a whole with ComMER- 
ciaL Crepir has been very satisfactory.” 









COMMERCIAL CREDIT DEALERS 
ARE Successful DEALERS 


Appliance dealers and distributors have 
learned—through experience—that 
they can look to CommerciaL CRebIT 
PLAN for financing that’s flexible, depend- 
able and complete. Ask your distributor 
for a copy of our booklet “More Profits 
With Sound Financing.” Or call your 
nearest COMMERCIAL CReEpIT office. 


















COMMERCIAL 
CREDIT 


CORPORATION 


A service offered through subsidiaries of 
Commercial Credit Company, Baltimore 
. - Capital and Surplus over $1 50,000,000 
. - - Offices in principal cities of the United 
States and Canada. 
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How Big 


Is the 


Trend 





Electrical 
Merchandising 


To Central Service? 


Since World War Il it’s been growing 
so steadily that today 46 percent of 
the distributors of four major pro- 
ducers provide it and 21 percent of a 
‘group of metropolitan dealers say 
they have surrendered some or all of 
their service business to it. 


By ROBERT W. ARMSTRONG 


ENTRALIZED service in met- 
® ropolitan areas has been growing 

ever since the end of World 
War II and is likely to continue to 
grow. It’s a trend that has been en- 
couraged partly by a dealer reluctance 
to bother with service and partly by 
manufacturers’ policies. Eventually, 
most appliance service in cities of 100,- 
000 and over may be handled by fac- 
tory branch agencies—which both 
manufacturers and dealers seem to pre- 
fer to either contracting agencies or 
independent distributors. 

Those are some of the conclusions 
which may be drawn from a study of 
the policies of six major manufacturers 
(see author’s note) and the returns of 
a survey of 500 retailers. 


HOW MUCH HAS IT GROWN? 


As an indication of the trend, here 
is a manufacturer with about 12,000 
dealers. Before the war, says its prod- 
uct service manager, 95 percent of its 
dealers gave service. Today only 50 
to 58 percent can be so classified. 

\ second maker now provides serv- 
ice in every one of its 75 distributing 





ELECTRICAL 


areas. Only 40 percent of its dealers 
are servicing dealers where before the 
war there were, according to the sales 
manager, “‘a great many more percent- 
agewise.” 

A third maker has expanded central 
service from less than 40 to nearly 60 
cities in just four years. 

A fourth says that little more than 
a third of its approximately 10,000 
dealers are performing service. (This 
manufacturer, however, is an extreme 
example. Two other makers say that, 
despite the spread of centralized serv- 
ice, 74 percent and 82 percent of their 
respective retailers are servicing dealers. 

The trend has been confined pri- 
marily to metropolitan areas and for 
most manufacturers the biggest num- 
ber of retailers operate outside these 
metropolitan areas. ) 





What made it grow? How much 
farther will it spread? What form 


will it take? 


From interviews with six manu- 
facturers and a survey of 500 dealers, 
here are the answers 


WHY HAS IT GROWN? 


The reasons for the trend, say manu- 
facturers, can mostly be found in the 
sales climate of the post-war years. 
One, putting his finger on a major 
cause, says, “Discount selling has made 
the dealer cost conscious and he has 
eliminated servicing as a merchandis- 
ing plus.” Another says, “The re- 
tailer has been caught in a squeeze be- 
tween the big, powerful retailers who 
can give cheaper service and the dis- 
count houses which give no service.” 

A third declares bluntly that, “The 
city dealer is too much of a broker to 
bother with service.” 

The dealer’s surrender of the service 
job seems to stem from three basic 
conditions: (1) the great rush into 
retailing of new people with no knowl- 
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AUTHOR’S NOTE 


Only one of the six manufacturers who generously provided information for this article 


declined to be identified in it. 


Since it would be patently unfair to the others to 


preserve the anonymity of one, no names have been mentioned. 


1954 










edge or tradition of service; (2) the 
absence during several boom years of 
any competitive necessity for service; 
(3) the rise and growth of the dis- 
count house and the consequent em- 
phasis on a reduction of every possible 
expense. 

You can add to these the less im- 
portant factor of an increase in direct 
sales to builders and apartment houses. 
Such sales now account for as much as 
seven percent of some makers’ refrig- 
erator volume. Who, ask these mak- 
ers, could service these appliances if 
there were no central service facilities? 

And a final reason for the increase 
in central service is the role played by 
the department store. Although ac- 
counting for upwards of 17 percent of 
industry volume, department stores 
have never, as a class, had a good rec- 
ord for service. Of course, there are 
some exceptions. Manufacturers single 
out J. L. Hudson in Detroit and Jor- 
dan Marsh in Boston as two examples 
of outlets which operate good and effi- 
cient service departments. An increase 
in labor problems has hurt the depart- 
ment store’s ability to render good 
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Manufacturers Like It Better Than Dealers 











service, says one maker, and another 
declares bluntly that department stores 
“don’t understand the idea of having 
trained mechanics, don’t know how to 
run a service operation and generally 
think that the right way to repair an 
appliance is to replace it, just as if it 
were a pair of silk stockings.” 

In the turbulence and struggle of 
the last few years, claim manufacturers, 
service by the dealer has been either 
forgotten or neglected. 

Their answer was to handle it them- 
selves. 


HOW IT GREW 


Historically, of course, the centrali- 
zation of service had its beginnings 
long before World War II. Some pro- 
ducers began it back in the thirties to 
handle sealed unit refrigerators. One 
maker has had central service since the 
twenties. But there is no question that 
it got its biggest impetus in recent 
years. 

The pattern it has taken is the prod- 
uct of both the conditions of those 
years and the character of individual 
manufacturers. When the war came 
one maker, for example, found itself 
with 300,000 automatic washers in 
consumer homes and most of the na- 
tion’s servicemen being drained off 
into another kind of service. If this 
company was to maintain any kind of 
consumer confidence in its product 
at that time a relatively new and un- 
tried innovation—and thus keep the 
way open for sales when the war 
ended, it was imperative that those 
machines be kept operating. The only 
solution was some kind of central serv- 
ice. After the war servicemen were, 
for a while, still few and far between. 
Centralized service operations would, 
in the company’s thinking, require less 
manpower. Today a spokesman can 
say with some justice that “Histori- 
cally, centralized service is the back- 
bone of the automatic washer. . . Any 
new mechanical product has certain 
mechanical defects and any product 
like an automatic washer is subject to 
a lot of abuse. With a new, unproven 
product like that; centralized service 
can contribute a good deal more to 
consumers in an educational way than 
any other kind of service.” 

However, not all manufacturers 
were, like this one, pushed into central 
service operations by uncontrollable 
circumstances. At the opposite ex- 
treme is the manufacturer who says, 
“We are initiating the move to central 
service, not being pushed into it.” 

Despite his comment, not many 
dealers have yet been pressured to give 
up service in favor of some form of 
central operation. Five-hundred deal- 
ers in 11 cities (N. Y., L. A., Chicago, 
Portland, Ore., Wichita, Jacksonville, 
Akron, Atlanta, Hartford, Ft. Wayne, 
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Montgomery) were asked if they had 
ever been pressured by manufacturers 
or distributors to give up service on 
major appliances or TV. Of the 145 
who answered only 11.03 percent said 
yes on appliances and 9.65 percent 
said yes on TV. 

We also asked these dealers if they 
had ever given up service on any major 
appliance because it had been taken 
over by central service agencies. A lit- 
tle less than 15 percent (14.48) said 
they had given up service on one or 
more major appliances because it had 
been taken over by an independent dis- 
tributor or by a factory branch. Nearly 
seven percent (6.9) said ves because 
it had been taken over by an independ- 
ent service agency. Together the fig- 
ures add up to 21.38 percent who 
have ever given up service on any appli- 
ance because the responsibility was 
assumed by some form of central serv- 
ice agency. 

In another question we asked if deal- 
ers had ever given up service for any 
reason on certain appliances. Roughly 
one-third (50) of the 145 respondents 
replied in the affirmative—a figure 
which is not surprising in view of the 
fact that they are located in metro- 
politan areas, where the trend to cen- 
tral service is most marked. 


MANUFACTURERS LIKE IT 


Generally speaking, manufacturers 
seem to be in favor of centralized serv- 
ice—which is not to say that they are 
in complete agreement about it. Some 
of their expressed opinions are colored 
by diplomatic considerations of rela- 
tionships with their retailers and even 
those who are most deeply committed 
to a policy of expansion say they let 
their distributors decide whether to let 
dealers service. 

Of the six makers who expressed 
opinions only one is outspokenly op- 
posed to central service, but even this 
one believes it is here to stay and uses 
it in its own distributing areas. “I 
personally believe it is very good for 
the dealer to do his own service,” says 
this firm’s sales manager. “Dealers, 
including department stores, should do 
their own whenever possible or feasible 
in order to have a proprietary interest 
in the staying power of the sale and to 
sell further merchandise.” Unlike 
some other companies, this one claims 
that dealers are under no pressure to 
surrender the service function to cen- 
tral agencies and, for evidence, cites 
one city of 150,000 people where 
“practically all dealers handle their 
own service. 

Another maker with a long record 
of central service says, “We have it in 
all of the larger markets, but it is not 
necessarily exclusive. Even in New 
York City we have dealers who per- 
form their own service. . . . Our phil- 
osophy is service by the dealer first. 





Chen, where it is impractical for the 
dealers that they cannot service its 

Contrast these attitudes with two 
others. One maker has about 25 per- 
cent of his dealers in metropolitan 
areas. Almost none are servicing deal- 
ers; before the war nearly all were. 
Part of this is evolutionary. Part, too, 
is the inevitable result of some elimi- 
nation of the dealer’s service allowance. 

The company which is most out- 
spoken in favor of central service and 
most committed to a policy of expan- 
sion has gone so far as to frankly tell 
dealers that they cannot service its 
merchandise, even if those retailers 
have a long record as servicing mer- 
chants. 

The reason for these variations of 
attitude can usually be found in the 
character of the company concerned. 
A firm which does not have the most 
favored lines and which wants to keep 
its dealers from switching to other 
brands may find that a servicing dealer 
has an investment in parts and trained 
mechanics that will make him think 
twice about joining the ranks of the 
enemy. Therefore, servicing dealers 
are preferred. 

A company in the middle of a dis- 
tributional upheaval—lately occurring 
with reasonable frequency—may be so 
concerned with just getting distribu- 
tion that it doesn’t care who does the 
service. First things—in this case, sales 
—must come first. 


DISTRIBUTORS VS. 
CONTRACTORS 


Company personalities also affect 
what form centralized service takes. 
As an example, only one company out 
of six prefers service through inde- 
pendent contractors to service by its 
own distributors. But this company 
was one of the first to get into cen- 
tralized service, actually started many 
of its service agencies in business and, 
because of many years of such associa- 
tion and a dominant product accep- 
tance, has a strong hold over them. To 
put it bluntly, if its contractors don’t 
behave there are plenty of others wait- 
ing for their franchises. According to 
another manufacturer, “95 percent of 
service contractors handle the products 
of more than one manufacturer,” but 
in this case control is so strong that 
the servicing agencies, while allowed 
to service other products, can only do 
it unofficially. Another reason for this 
company’s preference for independent 
contractors is expressed by an execu- 
tive: “Most of our distributors in met- 
ropolitan areas are factory branches 
and it’s easy for a customer to demand 
and get more service than he deserves 
from a factory branch, simply because 
the branch is an extension of the fac- 
tory and must do all it can to protect 
the company’s good name, no matter 
how much it costs nor how exorbitant 





JULY, 





the demands.” Obviously, when a 
profit-minded service agency is doing 
the job, this condition does not ob- 
tain. 

The independent agency is an im- 
portant figure in the central service 
picture—and, apparently, an increas- 
ingly wealthy one. One maker says 
flatly, “Because dealers are not doing 
the service job, the independent 
agency 1s coming in to its own. : 
They are riding around in Cadillacs.” 
And this despite the fact that most 
makers, even the one who admits that 
“we've gone farther in the direction of 
independent agencies than any other 
maker,” would rather see distributors 
assume the service obligation. 

The reason for the independent 
agency’s advance is that for many mak- 
ers there are handicaps to service by 
distributors, particularly if they are 
factory branches. One handicap is 
unionization. For example, one maker 
which started out with factory branch 
service in the thirties switched to in- 
dependents as its branches became 
unionized in order to insure uninter- 
rupted service in the event of labor 
disturbances. However, not all makers 
with factory branch service are worried 
about this problem. One which had a 
serious work stoppage in one city in 
1949 that “our competitors 
stepped in and took over temporarily 
very nicely.” 

By and large, factories don’t feel 
they get the quality of service and line 
loyalty from independents that they 
get from their own servicing distribu- 
tors or factory branches. One maker 
says, “Independent service organiza- 
tions are mainly concerned with chang- 
ing parts and the sale of parts—which 
give them their big profit; they think 
they know everything about service; 
they have no proprietary interest in 
making the customer happy. When 
you use an independent servicing or- 
ganization you are depositing your 
good will and reputation with someone 
who doesn’t give two hoots for it.” 

Another producer says, “We have 
tried independent service agencies and 
they have always been unsatisfactory. A 
lack of line loyalty is the chief disad- 
vantage. An independent agency will 
always take the easy way out of a serv- 
ice difficulty, even to telling the cus- 
tomer that her appliance is a lemon.” 

Nevertheless, five of the six appli- 
ance makers contributing to this article 
use some independent service agencies. 
Four for whom reasonably complete 
figures are available have between them 
some 308 factory branches and distrib- 
utors, of which 144 (or 46.76 percent) 
perform service. In addition they have 
a combined total of 75 independent 
service agencies (some of which may 
be duplications). 

One, whose distributional organiza- 
tion is two-thirds independent and 
one-third factory branch, uses contract- 
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ing agencies in over 80 percent of the 
branch areas. About a third of another 
maker’s distributors franchise inde- 
pendent agencies—as do a fifth of still 
another maker’s distributors. 

From manufacturers’ distaste—both 
expressed and implied—for contractor 
service, it is only logical to conclude 
that they regard this form of centrali- 
zation as a temporary expedient. In 
fact, one maker bluntly declares that, 
“Eventually the day will come when 
service is in the hands of distributors, 
not the service agencies.” 


THE DEALERS’ PREFERENCE 


Dealers, too, seem to prefer factory 
branch service to that rendered by 
independent contractors or even by 
independent distributors. In our sur- 
vey we asked, “If you had to have 
central appliance service in your area 
would you prefer that it be handled by 
the independent distributor, the inde- 
pendent contractor or the factory 
branch?” Of the 145 replying, 62.07 
percent voted for the factory branch, 
13.79 percent for the independent con- 
tractor, 14.48 percent for the inde- 
pendent distributor and 9.66 percent 
did not answer. 

Although most of the dealers who 
offered comments are opposed to cen- 
tralized service in any form, they had 
more kind words to say about factory 
branch service than about contractor 
service. 

The National Association of Appli- 
ance and Radio-TV Dealers believes, 
as do most of the respondents who 
wrote comments on the survey, in the 
servicing dealer. NARDA seems to dis- 
agree with these dealers in that it 
likes independent contractor service 
better than central service by either 
free or captive distributors. And _ it 
disagrees, quite naturally, with manu- 
facturers who claim that central service 
is better or more efficient than dealer 
service. 

“Generally,” says an association 
spokesman, “We feel that the self- 
servicing dealers and the independent 
service firms . could do a very 
satisfactory job ... and that there is 
some justification in looking askance 
at a manufacturer or distributor who 
sells (us) parts at one price and then 
competes with us on the servicing of 
the appliances we also buy from him, 
especially since service is a consider- 
able factor in retailer earnings. . . . 

“IT don’t think you’ll find any ele- 
ment in the industry question the fact 
that were all service handled by the re- 
tailers supplemented by the independ- 
ent service firms ours would be a 
healthier industry and this change 
would bring about no increase in con- 
sumer dissatisfaction. .. .” 


“CENTRAL SERVICE IS BEST” 


Yet there is such an element—the 
manufacturer—which does question 
that fact. And some of them question 
it in forthright language. 

Here’s one of them: “You can build 
a fine case for dealer service, it is true. 
But the dealer must be a good dealer, 
an exclusive dealer, must provide high 
class service, and cash in on the sales 
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leads which are provided by service. 
And there are darn few dealers who are 
that good.” 

Some manufacturers have the evi- 
dence of accumulated experience to 
back up their claims for the superiority 
of central service. For example, onc 
claims that, ““We have cases on record 
where dealers are two or three weeks 
behind on service. Central agencies 
are seldom more than 48 hours be- 
hind.” This same company says that 
50 percent of the letters it gets about 
service complain about poor service. 
Twenty-five percent complain that 
they don’t know where to get service. 

A second maker says, “In areas 
where you have good central service 
sales volume is proportionately greater 
than in other comparable areas.” 

The product service manager for a 
third producer, who has kept some 
records, says, ““We can measure a defi- 
nite decline in letters of complaint 
since our development of centralized 
service.” His report: About three years 
ago, when much of its service was han- 
dled by dealers, the company had seven 
times as many complaints on unsatis- 
fied service calls over 30 days old as it 
has today. Further, areas where dis- 
tributors now handle service account 
for about 40 percent of sales volume, 
but generate only 20 percent of the 
letters of service complaint. 


“CENTRAL SERVICE IS 
CHEAPER” 


NARDA’s Cost of Doing Business 
survey for 1952 shows that service rev- 
enue accounts for 1.8 percent of net 
sales. The same study also shows that 
servicemen’s wages and _ expenses 
totaled 5.1 percent. So, even without 
figuring vehicle and tool costs and the 
service department’s share of rent and 
administrative salaries, service showed 
a net loss of 3.3 percent. A factory 
service manager who points this out 
also says that the cost of central serv- 
ice to his dealers averages only 1.89 
percent of the retail worth of the mer- 
chandise sold. By his figures, at least, 
central service is a good deal cheaper 
than dealer service. 

Other manufacturers hold the same 
opinion. Suppose, says One, you were 
to have 100 dealers in Chicago. If each 
of these were to do a good job he 
would need three servicemen, a total 
of 300. But a central operation can do 
it more efficiently with one-third that 
many. 

A third maker says, “Central service 
is cheaper than dealer service only 
whén compared with small dealers, 
but probably only five percent of our 
dealers are big enough to operate serv- 
ice efficiently and competitively with 
central service.” 

A fourth contents himself by say- 
ing simply that it is more difficult for 
a dealer to make money on service 
than it is for a central organization. 

As many dealers have testified, it’s 
not easy for the average size retailer to 
show a profit on his service operation. 
Most of them who have maintained 
service shops did so for the advertising 
value and to maintain a continuity of 

(Continued on page 78) — 


More than half the dealers farm out their service 


Who handles the service for your 
customers on the following appliances? 


Your own firm 
Independent 
distributor 
Factory branch 
distributor 
Independent 
contractor 
Other 

No answer 
Total 


A third of the dealers have given up some service 


If you ever provided service on any of the following appliances, 
but do not do so now, please check which ones: 
(Fifty of the 145 respondents filled out this question, so 50 equals 
100 percent for the purpose of computation.) 
Refrigerators .. 
Washers, auto. . 
Washers, conv. . 


Central service is replacing dealer service 


Did you ever give up service on 
any major appliance product because 


14.48% 

6.90% 
13.79% 
66.90 % 


Few dealers have been pressured to quit service 


Have you ever been urged or pressured by a manufacturer or 
distributor to give up service on 


Any major appliance 


Yes 
No 


No answer 17.24% 


Half the dealers think central service is at least as 
good as their own 


Do you think that by comparison to service by the dealer that 
centralized service run by the distributor, factory branch or in- 
dependent contractor is 
27.59 Yo 
25.52% 


Dealers prefer central service by factory branches 
If you had to have central appliance service in your area would 
you prefer that it be run by : 


the independent distributor 
the independent contractor 


14.48% 
13.79% 


WHO'S DOING THE SERVICE? 


Questionnaires were mailed to 500 dealers in New York, Los Angeles, 
Chicago, Portland (O.), Wichita, Jacksonville, Akron, Atlanta, Hartford, 
Ft. Wayne, and Montgomery — 14 cities with populations of 100,000 or 
over. Replies came from 145 or 29 percent. 


116.54% 117.92% 115.85% 113.09% 114.47% 
(Totals over 100% reflect multiple answers) 


Faeeeye 56% RONG se ceri 2OR 
Soy oe ek 52 Be eGR et Wee 
ie wines wee 46 SOE 0S Cc Ba eee 


Refriger- Auto. Conv. 

ators Washers Washers Ranges TV 
33.79% 36.55% 41.38% 40.69% 53.10% 
13.10 11.72 8.96 5.52 2.76 
37.24 32.41 26.21 31.03 14.48 
15.17 21.38 15.17 16.55 31.72 

1.38 _ 0.68 0.68 1.38 
15.86 15.86 23.45 18.62 11.03 


s 


the distributor or factory branch took over 
an independent service agency took it over 
for other reasons 

no answer 


Television 

11.03% 9.65% 
71.73% 64.83% 
25.52% 


44.83% 
7.59 Vo 


less efficient 
no answer 


more efficient 
just as efficient 


62.07 % 
9.66% 


factory branch 
no answer 
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GIVE-AWAY 





laundry cart, All, towels worth $30.00 were given with each 
washer sold—in addition to any trade-in discount. Quality 
of give-away impressed prospects, helped sales. 


ORCHIDS, 






specially flown in from Hawaii, were presented to all women who 
entered the store during the six weeks promotion. Dan Anderson, 
sales manager, pins one onto a prospect. 


These Five Steps Jumped Washer Sales 1000% 


The Problem 


The five steps shown in the accompanying pic- 
tures are not only important in themselves, but 
also because they represent unusual timing. 

Dealer Johnny Blackburn started his six week 
promotion in the middle of January—a period 
when washer sales are at their lowest seasonal ebb 
and, in his case, when Fresno, California, was 
tied up in a TV price war. Blackburn didn’t 
want to get caught in the price cut chaos, but 
he did want volume and a profit with it. 


The Solution 


To solve his problem, Blackburn called on G-E 
Distributor Kenneth L. Hampton of Valley Etec- 
trical Supply and with his help organized a pro- 
motion that he hoped would catch competition 
napping. With it he planned to funnel to his 
store the laundry sales that were dribbling in ones 
and twos to the TV-fighting dealers. 

So Blackburn built his promotion around three 
TV was moved back from the 


washer models. 





main window of his downtown Fresno store and 
into the space went a complete white goods 
display with action displays on the wringer washer 
and the refrigerator shelves. Into the display, 
too, went a give-away package—a laundry cart, a 
five pound pail of All, and a Cannon towel set— 
which was worth $29.95, cost Blackburn $12.00. 
Into the refrigerator went a supply of orchids 
for the ladies ($10 a thousand from Hawaii). 

A six weeks advertising program was designed 
to produce the traffic to take advantage of the 
promotion. Blackburn’s contract spot of two- 
thirds of a page each Sunday in the “Bee” and a 
similar space each Thursday in the local shopping 
news carried the theme “Washer Headquarters”, 
“1954 Spring Showing,” and “3-Ring Circus,” 
with a weekly change of copy and layout. Five 
daily radio spots, with singing commercials, sup- 
plemented the newspaper ads. Arrangements were 
made with Detergents, Inc., for a presentation of 
the All “No-Soap Opera” with entertainment, 
prizes and refreshments as a closing punch for 
the promotion. 
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The Results 


By the end of the six week promotion Black- 
burn had sold a total of $20,000 worth of mer- 
chandise at a cost to him of only $625 for his 
50 percent share of the newspaper advertising, 
$118 for the radio spots and $984 for the laundry 
cart give-aways. 

He and his staff had increased refrigerator, 
range and dryer sales 25 percent over the same 
period in 1953. They had sold 25 of the $329.95 
custom automatic washers, 30 of the $269.95 
deluxe automatics and 27 of the $129.95 wringer 
models—a total of 55 automatic and 27 wringer 
washers, slightly better than a 1000 percent in- 
crease over the four wringer and four automatic 
washers he had sold during the same period of 
1953. 

By the fifth week of his promotion a general 
increase in washer advertising by other dealers 
was noticeable in the local newspapers. But it 
was a little late. Obviously, Blackburn’s strategy 
had been successful. 
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SMSMSMSMsmsmsm BUY WITH CONFIDENCE SxSSIKSMSMSMsRsI 
at Johnnie Sk Blackburn's 
Fresno Housewives Demand We 

“Continue” This Terrific Washer Sale! 


FINAL 10 DAYS FINAL 10 DAYS 
oo nos NEW 1954 Ce ae 


DELUXE AUTOMATIC WASHER 
SAVE *3Q0°! 


Reg. 299.95 


NOW!! 


269" 


DELIVERED - INSTALLED 
Pay Only Pennies A 
Day After Small Down 
Payment Or Trade-In 


i © 24-Pc. Cannon Towel Set 
US ..oALL OF THS =e Folding Laundry Cart 

@ Folding Laundry Basket 
a iaa [, 29.35 Value @ Plastic Basket Bag 


FREE of ADDITIONAL Cost With © 6 Months Supply of ALL 
Purchase of ANY WASHER or DRYER! ®@ Delivery & Installation 


FREE SHOW—MONDAY, MARCH 8th—3 PM AND 8 PM 
"NO SOAP OPERA" 


COMES TO FRESNO 
The “Cleanest” Show in Town 


DON'T MISS ITE! coppesite Courthouses 
































set up in front of the show window where dealer Blackburn 
DISPLAYS and distributor Kenneth Hampton are standing, attracted 


maximum street traffic attention. 









— 


) Vaivabie 
(533) poor prizes 


FREE GIFTS! 
Door Prizes 
Refreshments 


Free Orchids 


- Neo purchase necessary. 
Need not be present te win. 


Come One and All 
Sponsored by G. E. 
and “all” 

March 8th sonaay 
“Store 3 PM & 8 PM 















Starring Jack Ledyard 
He Cleans Up! 

in This Hilarious Saga 

“Perils Of A Laundry Queen” 


ba ” 



















JANE CREEL | 


Jane presents a “super 
charged” laundry clinic 
featuring new miracle- 
synthetic fabrics — orlon, FB 
dacron and dynel. Jane 
tells all! GIVES ALL! | 
Courtesy of gli—the com- 
plete detergent. 






**1115 VAN NESS 
COURT HOUSE AT CALIF. 
PHONE 6-9669 **OPEN MONDAY ‘TIL 9 PM PHONE 6-1571 


7 BUY WITH CONFIDENCE Sixsmcntememsmomen 
The All ‘‘No-Soap Opera’’ staged near the end of the like this, two-thirds of a page each week in 
promotion drew 114 people for two performances, sold SIX WEEKS OF ADS two papers, built interest in dealer John Black- 
eight washers and two dryers. burn’‘s cut-price promotion. 


MORE =» 
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By careful appraisals 


Discouraging low-end sales 


Most price-cut and give-away pro 
Blackburn's 
ynotion was 
fallen 
through if buyers concentrated on his 
lowest price leader or if he allowed too 
much for trade-ins. 
The $29.95 give 
$12, left little for 


$129.95 wringer wash 


motions tread on thin ice 
six week January washer pt 
no exception and might have 


wavs cost him 
profit on the 
r, even at tix 
pricc G-E is 
getting out of the wringer business.) ‘To 
make the promotion successful profit 
wise he had to sell the custom or ¢! 
deluxe automatic with a full 
mark-up, the other purchased at a \ 
low special price. 

Karly results in the campaign wer« 
all with the So, to 
bring prospects over to the profitable 
side of the promotion, Blackburn put 
his advertising emphasis on the delux 
automatic. But, more important, hi 
developed a sliding scale of trade-in 
allowances which, coupled with a 
longer term period of time payments 


buy it 


dealers can now 


one 


wringer washer 
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made it cost but 
two more a month for a 
customer to buy an automatic. 

No trade-in pub 
lished in the advertismg and no ap 
praisals were made by 
Blackburn insisted on 
trade offered before making any offer 
Moreover, Blackburn preferred to usc 
the trade-in allowances as a lever to 
swing prospects up to the automati 

In quoting prices for trades he stuck 
to this scale 

e $5 on all washers traded 
the $129.95 wringer model plus 
the $29.95 laundry cart give-away. 
I'wenty-seven prospects wouldn't 
be traded up and bought this 
model. 

e $40 on washers trade in on the 
$269.95 automatic plus more 
liberal time payment terms. 
Thirty prospects took this deal. 

e $70 on any washer traded toward 
the $329.95 automatic. Twenty 
five accepted this proposition. 


on the automatics, 
a dollar Or 


illow nces WCTC 


telephone. 


seeing each 


toward 





THESE STEPS JUMPED WASHER SALES 1000% 













And selling up to automatics 


BLACKBURN MADE MONEY ON HIS PROMOTION 


End 
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record. 












e Dollar sales increased 2.7% over 1952. 

e Dollar profits declined 22.8% from 1952. 

e Net profit ratio fell to 2.3 from 3.2 in 1952. This 
was the lowest return on record. 

e Total cost of goods sold dropped to 67.1 from 68.0 
in 1952, but costs of merchandise (excluding serv- 
ice) rose 0.4 ratio points to 70.2, second highest on 


e Total gross margin (including service) rose 0.9 
ratio points above 1952 but merchandise margin 
dropped 0.4 points, only 0.1 above the record low. 


Here’s What Happened to Dealer Business in 1953 


e Total operating cost ratio reached a new high at 
3.6 of net sales, up 1.8 ratio points from 1952. 


e Service costs and trade-in losses made spectacular 


rises. 


e Television, refrigerators and washers stood one, 
two and three in product sales standing. 

e A majority of dealers expect declines in both dol- 
lar sales and dollar profits in 1954. 


e Dealers said chief problems in 1954 are: General 
economic situation, price cutting, inadequate dis- 
counts from manufacturers, and trade-in problems. 








~~ |s All That’s Left 


That's the 1953 net profit ratio reported by dealers in the eighth annual NARDA cost-of- 


doing business study. It’s the lowest in history — despite a 2.7% gain in dollar volume 


EALER profits for 1953 sank to 
1D) an all-time low. 
hat’s the discouraging story 
told by NARDA’s eighth annual Costs 
of Doing Business survey. According to 
the tabulation prepared for the asso- 
ciation by Richard E. Snyder, con- 
sulting economist, NARDA members 
reported that net profits dropped to 
2.3 percent from the already-low 
1952 level of 3.2 percent and that 
dollar profits fell 22.8 percent—despite 
an increase in dollar volume of 2.7 
percent. 

What's to blame? Although some 
business economists pin the whole 
profit slump on a recession, the Na- 
tional Appliance and Radio-T'V Deal- 
ers Assn. gets more specific. Rising 
operating costs, says the survey, are 
to blame for the chewed-down profits. 
The total operating cost ratio reached 
one all-time high in the 1952 survey 
and in 1953 climbed another 1.8 ratio 
points to set a new record of 30.6 
percent of net sales—more than off- 
setting a 0.9 percent decline in the 
cost of goods sold. 
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WHAT WENT UP 


Within the 1953 national operating 
ratio structure, most factors fluctuated 
either up or down; only two remained 
steady (vehicle expense and occupancy 
expense). In net sales, service revenue 
accounted for 11.7 percent of the 
total, an all-time high and substan- 
tially above the 10.6 percent recorded 
in 1952. The cost-of-goods-sold ratio 
for merchandise only also hit a new 
high. It rose to 70.2 but when com- 
bined with service parts and supplies 
for a total cost-of-goods-sold figure, 
the percentage of net sales was 67.1 
or a drop of 0.9 ratio points from the 
1952 figure and the lowest ratio since 
1947. 

Gross margin (the difference be- 
tween net sales and cost of goods 
sold) went up. It gobbled up 32.9 per- 
cent of net sales, up 0.9 ratio points 
from 1952 on the strength of the de- 
cline by the same amount in cost of 
goods sold. This was the highest 
gross margin figure since 1949 (see 
Table 3). However, gross margin on 


1954 





merchandise only was 29.8 in 1953 
and represents a drop of 0.4 ratio 
points from 1952. 

Total operating costs set a new 
high with dealers reporting a figure 
of 30.6 of net sales or 1.8 ratio points 
above the previous high of 1952. The 
following six administrative costs, says 
NARDA, reached their highest level 
in the association’s history (0.6 points 
above the 1952 high of 20.6), and 
contributed to this result: 


Salaries Drop 


Owners’ and managers’ salaries 
dropped last year. Not counting 
proprietors’ withdrawals from profits, 
this expense amounted to 3.4 per- 
cent of net sales compared to 3.6 per- 
cent in 1952. This is 0.7 ratio points 
below the 1951 record year. Sales- 
men’s compensation, too, was lower 
in 1953. Last year, they drew 5.6 
percent of each net sales dollar com- 
pared to the record high of 5.7 per- 
cent in 1952. NARDA suggests that 
this indicates some stabilization of 
expenses. 


Office salaries, on the other hand, 
went up slightly. The ratio last year 
was 2.2 against 2.1 in the previous 
year. Although this establishes a new 
high, the degree of rise was well be- 
low the increase that occurred be- 
tween 1951 and 1952. NARDA 
thinks that this indicates some sta- 
bility in this part of the cost struc- 
ture. 

Servicemen’s take in wages and ex- 
penses bounced to a new high of 6.0 
percent, after having declined to 5.1 
in 1952 from 5.7 in 1951. This re- 
sult marks the second time that serv- 
icemen’s payroll ratio has exceeded 
salesmen’s compensation ratio. The 
other time was in 1951 when service 
pay was 0.1 points above sales pay. 

Vehicle expense amounted to 2.4 
percent in 1953, the same as in 1952. 
Miscellaneous administrative expenses 
fell to 1.6 percent to net sales com- 
pared to 1.7 percent percent in 1952 
when they tied the record high year, 
1951. Occupancy expenses held steady 
at a ratio of 2.5 percent of net sales, 
unchanged from both 1952 and 1951. 


MORE <* 
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2.3% IS ALL 
THAT’S LEFT (continued) 


This three year period of stability 
followed a five-year continuous down- 
trend. 


Bad Debts Double 


Two other expenses went up last 
year. Bad debt losses reached a ratio 
of 0.4 percent to net sales, a new 
high, and double the 1952 figure. 
NARDA cautions that many dealers 
still fail to report on this expense item 
and, the consequent result is an un- 
derstatement of total operating ex- 
penses. It may also result in over- 
payment of income taxes. “All other” 
expenses (taxes except real estate, in- 
surance on stock and fixtures, interest 
paid and any other expenses not 
specifically designated in the survey 
schedule) rose alarmingly to a ratio 
of 4.0 percent to net sales, a new 
high and 1.1 ratio points above 1952. 
The tax factor accounted for only 13.5 
percent of this group’s total in 1952 
compared to about 20 percent in 
1953. The real cause of the rise, says 
NARDA, was the sharp increase in 
trade-in losses. 

Advertising expenditures went down. 
In 1952, only 2.5 percent of the net 
sales dollars was spent on advertising, 
down 0.1 ratio points from 1952, and 
the second consecutive decline since 
the all-time high of 2.7 was reached 
in 1951. 


Sales and Profit Performance 


Previous NARDA surveys have 
alluded to the fact that participating 
dealers warranted “above average” 
ratings when compared to all U. S. 
applance-tradio-TY dealers. Up _ to 
1953, year-to-year sales gains made by 
the NARDA group consistently bet- 
tered the national dealer results. But 
in 1953 it was different. A majority 
group of 63 percent of all reporting 
dealers (representing some 70 per- 
cent of the aggregate sales volume of 
all participants) gave comparative 
dollar sales and profit figures for both 
1952 and 1953. These dealers re- 
ported a sales increase in 1953 of 
only 2.7 percent over 1952, while 
Department of Commerce retail sales 
reports show a national increase of 
8.7 percent. 

Since only six out of 10 NARDA 
dealers showed larger dollar sales in 
1953 than in 1952 (in that year it was 
eight out of 10), the question nat- 
urally arises, “Have NARDA dealers 
lost their ‘above average’ status?” 
NARDA thinks not. The previous 
appraisal considered sales performance 
only and it’s not known how non- 
member dealers fared in terms of gross 
margins, net profit ratios and hun- 
dreds of other factors that affect their 
businesses. 

Rampant price cutting in the in- 
dustry may hold the answer to the 
poorer sales performance of its mem- 
bers, thinks NARDA, and may be a 
reflection of the unsound actions of 
thousands of “fringe operators’. 
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TABLE lm Appliance Sales Breakdown By Product Type 


Percent of Total Sales 











Appliance 1953 1952 1951 1950 1949 1948 1947 1946 
(a ere 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 
TV, Radios & 
Record Players ...... 39.2 ae zee ase ye ae 
ee ree eee ‘ 30.8 27.5 13.7 11.3 4.4 ah mee 
i ik eal a 8588 7 $3 2.8 4.6 7.2 7.8 17.0 17.0 
Refrigerators ........ 16.7 19.0 17.9 28.3 27.8 28.6 24.0 19.0 
MO oi a55 5s reves s 14.8 15.9 19.4 18.6 14.1 16.9 18.0 16.0 
Ranges (Total) ....... 8.3 a3 10.1 12.4 10.0 12.2 13.0 12.0 

DE cecal es 4.9 a ws i. 

Ns Ns Lites wig 4 3.4 ed 
Kitchen Equipment .... 4.3 2.2 we 
AAS es See 2.9 2.0 Vw a hate Re naar 
NS a hy Si-e-ae « 2.8 a 2.5 4.7 3.1 25 
Air Conditioning ..... 2.3 1S 0.7 ws _ Sr shee Ris 
Vacuum Cleaners ..... 1.1 1.4 0.9 2.2 1.7 1.4 3.0 3.0 
Other Major Appliances — eee ey aes ries x ee 
All Small Appliances. .. 3.6 3.8 - 4.4 9.1 6.8 

*Television reported as single product group in previous years 

**Radios reported as single product group in previous years 
***Not comparable with previous years’ data 
TABLE 2 Trade-in Percent To Unit Sale Of Five Key Items 

Percent of Sales Accompanied by Trade-ins 

Appliance 1953 1952 1951 1950 1949 1948 1947 1946 
Refrigerators ........ 68 69 56 42 35 18 1] 3 
See oe 65 62 52 49 4] 27 19 4 
See oe 60 50 40 36 26 16 9 2 
Vacuum Cleaners 32 31 28 36 31 22 26 10 
Pe 27 17 15 13 





In any event, NARDA members 
faced pretty much the same problems 
as dealers anywhere. They listed 15 
specific headaches that upset them 
during 1952. The trade-in problem 
led the list, but price-cutting was 
first when it was combined with men- 
tions of discount houses, consumer 
demands for give-aways and the like. 
Next in order of importance was 
back-door selling, especially to build- 
ers. Fourth biggest problem was low 
margins offered by manufacturers; 
lack of good salesmanship took fifth 
place. 

Among other factors mentioned, in 
order of importance: unfavorable lo- 
cal economic conditions, consumer- 
sales resistance, too many manufac- 
turer promotions and give-aways, the 
no-down-payment racket, uncertainty 
over color TV, TV market saturation, 
over-franchising, consumer credit prob- 
lems, competition from utilities, and 
high service costs. 


WHAT SOLD BEST 


For the third consecutive year, tele- 
vision sales led the product list (see 
Table 1). Although dealer reports 
on TV were combined, for the first 
time, with reported radio and record 
player sales, NARDA is certain that 
the TV part of the combined 39.2 
percent was large enough to have 
passed the 1952 sales record of 30.8 
percent. 

Refrigerators again held second 
place with 16.7 percent of the total, 






but this was a decline from the 19.0 
percent market share reported in 
1952. Washers slipped slightly per- 
centagewise but again were in third 
place with 14.8 percent against 15.9 
percent in the year before. Ranges 
remained in fourth place but their 
market share dropped from 9.3 per- 
cent to 8.3 percent. 

Kitchen equipment soared to 4.3 
percent, nearly double its share in 
1952, air conditioners and dryers were 
much stronger while freezers and 
vacuum cleaners declined. Small ap- 
pliances had a slightly smaller share 
of the total than in 1952. The “other 
major appliances” group is not com- 
parable with previous year data. 


Trade-In Trends Vary 


Trade-in ratios showed mixed re- 
sults. Unit trade-ins of refrigerators 
in 1953 showed a halt in the continu- 
ously rising trend of the previous 
vears back to 1946, with 68 percent 
of the sales being accompanied by 
trades compared to 69 percent in 
1952. However, an astonishing num- 
ber of dealers showed refrigerator 
trade-in ratios at the 80 percent to 
90 percent level. 

Although washer trade-ins rose only 
slightly (from 62 percent in 1952 to 
65 percent in 1953), ranges zoomed 
from 50 percent to 60 percent. As 
expected, television trade-ins climbed 
10 percent—from 17 percent to 27 
percent—and vacuum cleaners showed 
scarcely any change, moving from 31 
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percent in 1952 to 32 percent last 
year. 

The inventory picture in 1953 
showed a sharp reversal of that re- 
corded in the previous year. In 1952, 
NARDA dealers’ inventories at the 
end of the year were valued at 15.3 
percent below the year’s starting level. 
Last year, however, year-end valuation 
was 8.4 percent higher than at the 
beginning of the year. 

Viewing the 1953 rise of only 2.7 
percent in dollar sales, NARDA feels 
that the 8.4 percent increase in year- 
end inventory valuation suggests that 
dealers bought a little more cautiously 
during the early part of 1954. Pend- 
ing clarification of the general sales 
outlook, they apparently took a “watch 
and wait” attitude. 


Turnover Jumps 


The average turnover rate hit a new 
high for the second year in a row. 
The 1953 rate was 4.8 times compared 
to 4.4 in the previous year and 
NARDA notes that the gain was 
made on a sales rise of only 2.7 per- 
cent and a dollar profit decline of 
22.8 percent. 

Sales per square foot of space de- 
clined slightly from the record high 
last year, However, increasing par- 
ticipation of big-volume dealers in 
the surveys during the past two years 
has raised this factor to a level con- 
siderably out of line with previous 
years. The 1953 average was $101 
worth of sales per square foot, a trifle 


1954—ELECTRICAL MERCHANDISING 





TABLE 3 National Operating Cost and Profit Ratios, 1953-46 














item 1953 1952 1951 1950 1949 1948 1947 1946 
U POR Ss noe oe ce sc eis 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 
2. Cbel el Bends Se 5 Scie ee 67.1 660 . 663 60:2 G72 @67> 47D : 66.1 
3. Gross Margin (line 1 minus line 2)... 32.9 32.0 31.2 30.8 32.8 31.2 33.0 33.9 
4. Total Operating Costs (A Thru E).... 30.6 28.8 28.3 24.8 27: 267° “Bea 25.4 
A: NN eg 3 eds 21.2 20.6 20.4 16.9 19.1 18.6 18.2 18.0 
(1) Owners’ and/or Mgrs.’ Salaries 3.4 3.6 4.) 3.6 3.5 3.5 NS NS 
(2) Office Golewies ...... 6... 65: 2.2 2.1 1.6 Be 2.0 1.8 NS NS 
(3) Gatemen ss Fey . 2... ck 8s 5.6 SF 5.6 4.8 5.5 5.3 4.8 4.8 
(4) Servicemen's Wages & Expenses 6.0 5.1 $7 4.5 4.7 4.7 4.1 3.3 
(5) Vehicle expense ........... 2.4 2.4 1.8 1.4 1.7 1.7 NS NS 
(6) Other Administrative Expense. 1.6 iv 1.6 1.1 tar 1.4 NS NS 
B.. Cccimuny Eupense o.oo. as 2.5 2.5 2.5 2.6 2.6 2.8 3.0 3.7 
C. Advertising Expense .......... 2.5 2.6 2.7 2.2 25 2.6 2.1 1.9 
8 rere eee ee 0.4 0.2 0.1 0.3 0.2 0.2 0.2 1.8 
E. All Other Expenses. ........... 4.0 2.9 2.6 2.8 a 20 » & 
5. Net Operating Profit 
(line 3 minus line 4) ............. 2.3 3.2 2.9 6.0 5:2 4.6 6.8 8.5 
* — Includes revenue from service 
** — Includes cost of service parts and supplies 
NS — Not segregated in 1947 and 1946 survey schedules 
TABLE 3a Gross Margin After Exclusion of Service Elements 
Item 1953. 1952 1951 1950 1949 1948 1947 
Net Sales (Mdse. Only)............. 100.0 100.0 100.0 100.0 100.0 100.0 100.0 
Cost of Goods Sold (Mdse. Only). ..... 70.2 69.8 70.3 69.7 68.8 70.2 67.8 
Gross Margin on Mdse. Only........ 29.8 30.2 29.7 30.3 31.2 29.8 32.2 
T A BLE 4 : , ' Ratios to % of Total 
Special Analysis of Expense Detail Net Sales Expense 
1953 1952 1953 1952 
Total Personnel, Operating Exp. & Losses..............ce00ees 30.6 28.8 100.0 100.0 
Pree: HN: 5's. nck be oiee dos RAS Rea oe ateaka onan 18.4 18.0 60.2. 61.6 
QGwners’ and /ae Mors.’ Seleties:. .... 05 8 BE ie 3.4 3.6 11.0 12.3 
CI ox. 7h 5 os le bod cibe evs cue es < e e aaee 1.9 2.1 6.3 6.2 
SUES VO os a eS renee Cis wrath yc ele ole § 5.6 Sy 18.4 20.0 
Sevvicemen’s Ween B Ginenies os een nS oe 5 ok iss ks ow 6.0 oe 19.5 17.8 
Deliverymen's & Warehouse Men's Wages................-- 1.2 1.2 4.0 4.1 
Employer's Share Social Security & Unemployment Compensation 0.3 0.3 1.0 1.2 
Opened. TRE 6 65 oes 0 60s ee ee s eee ees 9.4 8.9 30.7 31.8 
ROC MUNI > say) is 6 scene « vies «2 ER Da es os 0.4 0.4 1.4 1.5 
PUNNOE TNU, 6 6S ds Ps ok OS OS eee 0.2 0.13 0.5 0.37 
NP Sls Saw ans ob elkle ) 4's 4 0'G nels Ue eee ee 1.3 “a 4.4 4.7 
Property Taxes, ete. on Real Estate... . i.e ci ec dee 0.5 0.4 1.5 ta 
Verne SNNNON Sos oe oe keke eee 0.8 0.9 2.7 3.0 
TUR ncn 5. 6 6isdi aide wo bles Oars We eta ER cae i 2.6 8.1 9.1 
ET EE a ey 0.3 0.4 1.1 1.2 
Cvgeler &, Fee WWOrMMOn.. |< i... 06s 6-6 cckbadecian cee 0.04 0.06 0.1 0.2 
CE I. Sin dg hdd & bce v able ee 0.06 0.01 0.2 0.03 
Miscellaneous Administrative Expenses................... 1.1 1.1 3.7 4.2 
Tones Vance? en praperty)..... 46% 6 ose hee ses we 0.5 0.6 1.8 2.1 
Fae ee CHGS ss ee os eee 1.6 1.0 5.2 4 
ae re eran prene etn eae ose er | Sr eek TN, 2.8 1.9 9.1 6.6 
CU IRN... on oo ccna un beens 6a bee ees 0.1 0.2 0.5 0.7 
VOI ONE 8 5 isco os oh eee 0 eee 0.4 0.4 12 1.3 
snop maummedt Depreciation: .... o.oo sk a ecb eS 0.2 0.2 0.7 07 
NE, SOUND. goose wees + ¥s piesa ee 1.3 0.6 4A 2.1 
ee Ee Ns 1059 3.6 nwinkd o 0s ou Selene di > Mee 0.4 0.2 1.2 0.8 
cn, EE EE EOE ee a 0.4 0.3 1 2 1 0 
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less than the $108 average recorded 
in 1952. 


How the Figures Serve Dealers 


While costs-of-doing business ratios 
for any given trade can be informative 
and useful in many ways to all seg- 
ments of the industry examined, they 
can be tremendously valuable to the 
individual appliance and_ television 
dealer as a means to achieving a bet- 
ter balance between income and 
outgo. They serve as a gauge to past 
performance and, when intelligently 
applied, may be projected as a guide 
to future operations. 

NARDA recommends that dealers 
make careful comparisons between 
their own results and those for the 
trade as a whole in the latest re- 
ported year. When they compare 
their ratio figures with national av- 
erages and then with the sales vol- 
ume and geographical groups in 
which their own operation falls, they 
are bound to disclose certain differ- 
ences in performance. 

After isolating and rationalizing 
the variations, dealers can adjust their 
own ratios and set up target figures 
for the coming year. If they compute 
ratios on a monthly basis, a close 
check is provided on how well the 
actual results mesh into the yearly 
goal. 

An even more radical approach 
may sometimes be profitably used. 
If the dealer, in looking over the trade 
ratios, spots one particular group 
performance—not necessarily that of 
his own operating  classification— 
which seems to offer a better concept 
of what he would consider an ideal 
result, NARDA suggests he consider 
adopting that set of ratios, “The 
figures are well worth experimenting 
with,” says the report, “because there 
should not be any ‘cut and dried group’ 
formulae associated with their use.” 

It takes just a little work and im- 
agination, says NARDA, to select and 
tie-in to the individual dealer’s situa- 
tion the operating pattern that best fits 
his need. 


New Comparison Reported 


Last year, for the first time, 
NARDA included in its survey an in- 
tensive detailing of expense items. The 
current survey presents the first year- 
to-year comparison of these special 
breakdowns (see Table 4). 

The expense elements are grouped 
under three main headings—personnel 
expense, operating expense and losses— 
and the data are shown both in terms 
of ratios to net sales and as percents 
of total expense, giving the latter a 
value of 100.0. On the ratio side, all 
three categories showed increases while 
on the operating side the personnel 
and operating groups dropped some- 
what while losses showed a substan- 
tial increase due primarily to trade-in 
losses. 

(Continued on page 82 
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To Sell Dishwashers 




















ITHIN 48 hours after Cam- 

eron Gamble washed these 

dirty dishes on his TV show 
he had sold at least six dishwashers to 
people who had seen the program. 

Nor is that the whole story. Many 
of the leads from the show produced 
prospects for complete electric kitch- 
ens. Gamble (who owns Kitchens by 
Cameron in New Orleans) says he rang 
up $3700 in sales from a TV spot 
which cost only $120. 

The show in which Gamble partici 
pates is ready-made for such a pitch. 
It’s a Sunday morning real estate pro- 
gram, sponsored principally by New 
Orleans realtors. Gamble chose it 
because he figured the audience for 
such a program would be made up of 
people interested in homes—people 
ready for a pitch on kitchen selling. 

Doing the commercials himself has 
its advantages. Gamble saves talent 
cost and he delivers a pitch with 
enthusiasm that few staff announcers 
could duplicate. 
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“Here’s a job facing countless thousands of husbands “It’s messy work so let’s start by putting on an apron 


...Here’s how Gamble 
plugs dishwashers 


“Ban Honea 


on television 


“Don’t forget that nasty job of wrapping the garbage... . 


“But with a dishwasher the dishes do themselves... . “And the garbage disappears down the drain with a disposer.” 
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BECAUSE most prospects are in the market for a 
limited time, successful dealers try to be represented 
in the market place all the time 


THAT’S WHY many dealers use telephone directories 
and classified and display ads in newspapers 


THIS ARTICLE shows how a number of successful 
dealers use these media to keep used appliances moving 





EDITOR’S NOTE: In a 29-page “Report to the Trade” in its April issue, ELECTRICAL MER- 
CHANDISING covered the problem of handling trade-ins from appraisal to resale. This 
article elaborates on a specific phase of merchandising these traded-in appliances. 
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NOW OR NEVER. Special sales of used appliances are a good JUST ONE BRAND. A large volume operation like Wiseman’s 

reason for the use of display advertising, but Wiseman‘s uses sometimes accumulates enough used appliances of one make 

ae copy only, varying the approach with such gimmicks as to warrant a one-brand sole, using the drawing power inherent 
this “3-hour sale” to keep getting public’s attention. in the brand name to attract customers. 


How to Advertise Used Appliances 


Among the dealers studied by ELectricAL MERCHANDISING, 
there is a definite trend toward more use of newspaper display 
advertising as a means of building volume for their used 
appliance operation. Behind this trend are several reasons: 
(1) The necessity of supplementing the dealer’s regular flow 
of prospects (for which the classified columns are the regular 
producer) with temporary spurts of traffic needed to move 
an extra accumulation of reconditioned appliances; (2) A 
desire by some of the larger dealers to give their used appli- 
ance departments better recognition in the market, to give 
it equal status with new merchandise, to get it away from 
the “junky” classification, to remove it from association with 
the old, “‘as is” appliances offered by private parties; (3) ‘The 
growth of the used appliance business itself, a market now 
large enough to warrant the expenditure of “display money” 
with the knowledge that it will produce a profitable return. 

From the area of the studies for this report, these are repre- 
sentative examples of the variety of methods being used by 
dealers to make display advertising produce profitable volume. 
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90-day money-beck guerentee. That is in heoping 
BAKER'S — 
Gentle Terms 
AMERICAN AT 7th PH. 7-7465 
FULL ag tl 2s” 
oe Sate a anges 
AUTO TECHNIQUE. Display. &d 95 ~ 12975 
mobile dealers is run periodically 
most effective advertising — 
SEMI AUTOMATICS n 
yy SPINNERS tn ae 
Origioe! New Price ... ve S49.98 to 219.96 
ie a Carvent Loca! Market . £9.95 v0 129.95 —— 
. Bendix SALE PRICE... 695 » 99% 
} P 
Accardi’s Presents its - a =| WRINGER WASHERS _30°=~ 
| FLOOR MODEL + REPOSSESSED * RECONDITIONED — |" a |f | Mev — ea toe an AEM 
. ° s 1 \ | Apes Corrent Lecel Market... 69.95 te 129.95 
Appliance Sale! = — Speed oven sonore: 49S 995 
All ttems New or Reconditioned & Carry a New Appliance Guarantee All Completely | Reconditi land M G 
i REFRIGERATORS _ TELEVISION : oney- -Back uaranteed 
° Gi, Double Door 53055 S6n85. Croney 21” Cneale =n unas Reconditioned ELECTRIC IRONERS 
Nerveraiehaty ened S035 bease" fier nwert eee sep ELECTRIC DRIERS New Floor Models 
pany aan Sma 29080 2 eraggy a5 New Price 239.95 ©. DeLene Consele, regularly 217.28, HOW 149.98 
0's ee ee Local Mit. 139.95 GE. Srenderd Conssle, reg. 119.95, WOW 90.98 


DENNSTEDT SALE PRICE $119.95 | Reconditioned Conssle troners ON SALE from 49.95 
9-Day Moncy-Boch Guarentee ve EVE 90 Dey bower tect Suerestes 




















Restaurant Range _ 369.50 229.50 5-Pc. Chrome Set 119.95 
Tappan Deluxe, chrome oven 89.50 5.Pc, Chrome Set 129.95 





Coldspot v 299.95 99.50 Radios “~~ 4500 
Frigidaire 290.95 79.50 ‘omsole . 
Westinghouse 49.50 MISCELLANEOUS 
{ RANGES GE Avte Dishwasher = 
“~ Sink 50 
GE Double Oven 519.95 469.95 Ph. x poe a 
RCA Estate 389.95 339.95 “\nerichn 5 . Freeser 
woerve, Flea? samp . “abinet 3 
"A Estate Gas 199.95 159.95 _ Sink 139.95 39.95 
aby ~ “ “9 c Storkline Crib and 
Frigidaire Apt. Elec. 179.95 99.50 (Chest Set 109.50 5 
Wedgewood Deluxe ..349.50 108.50 feu Lice New 
; 5-Pe. Chrome Set 99.50 
- 
































Cres Elec. 2.50 689.50 1 
pt yg MO OM Weed Grates, 9° 
Spark Gas Range 325.00 69.50 5-Pec. Card Table Set 48.50 
( , ~ GE Electric Roaster 42.50 
: te mprscing 299.95 269.95 Breakfast L-Shape ene ee 
Gl — ao. 2 t Booth & Table 275.00 r 
Ape Auto Salad Bar, Formica Top 90.00 ‘it |W! 1 YN) MR late 
Blacks’ k 
———— 50 Ironrite. Ironer 192.00 _ 





——  _}i_}i_ji_]ia 


Bendix Gyromatic 309.95 79.50 Live? 
Bendix Deluxe Auto, 289.95 49.50 














Kenmore Washer 169.50 69.50 ber, dere 
iar ia Re =< Electric and Gas Appliances 
VACUUM CLEANERS Suing Sunes 
' Universal Tank Type = wens 4] 2 L B 
Hamilton Beach ‘ 19. 
T= Open Every 02 EL CAJON BLVD.-R-9271 
*((Floor Sample) Thursday Night 








Open Every Night Until 9 o'Clock Except Sundey 


ANNUAL CLEARANCE. This type of sale provides the most common ONE PRODUCT TYPE. Concentrated copy, featuring one type of appliance only, 
reason for dealer use of display advertising to’ move used appliances. allows strong headlines, stopper copy and intensive coverage of one slice of 
Is uses display with straight listings designed to lower used stock inventory. the market for Dennstedt’s Electro Mart, San Diego. 


| Ens ie fess Bee ae sea — of 
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MEDIUM NO. 2—Classified Ads 


The advertising medium most used 
(and abused, in many opinions) 
is the classified columns of the local 
newspapers. While these are a natural 
medium for most dealers, they are not 
guaranteed to move everything in the 
dealer’s stock unless more than casual 
attention is given to the copy and the 
positioning. 

Because he is using the classified 
columns primarily to catch the pros- 
pects who are looking for those used 
appliances being offered by private 
parties, a dealer may attempt to make 
his advertising look like that of a home 
owner. Not only does the average 
newspaper either frown on or prohibit 
such attempts (in some states it is 
illegal) but the more successful used 
appuattce dealers consider it an un- 
satisfactory way to get business. The 
prospect who suspects the ad may have 
been placed by a dealer becomes sus- 
picious. The prospect who is at first 
interested may be held from further 
action because no price is listed. If the 
dealer lists a price that competes with 
the prices in adjacent advertisements 
by private parties then he can’t use 


this advertising for what he has that is 
most important to promote, his recon- 
ditioned and guaranteed appliances. 

Going to the opposite extreme, with 
the use of the classified columns for 
such a general listing as “See John Doe 
& Co. for Used Appliances”, can be 
useful in reminding the prospect that 
there is a dealer source as well as 
private parties. But, for those dealers 
who make the best use of their classi- 
fied advertising budget, there is a 
happy medium that requires a little 
more money, a lot more attention and 
work, but is reported as the most 
profitable approach to the use of this 
medium. That is the use of the classi- 
fied columns to push an individual 
appliance in each listing, wording the 
copy professionally (compared with the 
copy phoned in by individuals) so that 
it serves to promote the whole depart- 
ment as well as the value of consider- 
ing this dealer for used appliance 
needs. 

Those manufacturers who have de- 
veloped used appliance programs for 
their dealers have given the proper use 
of classified advertising much consider- 


ation. One (Frigidaire) offers these 
added pointers: 

e To help the reader find the adver- 
tisement, put a box around it, so it 
will stand out on the crowded page. 

e A title with the letter “A”, such as 
“Appliances” or “Another Scoop” will 
assure location of the advertisement 
near the front of the classified col- 
umns. 

e Include necessary selling facts. A 
used appliance advertisement can be 
newsy, even in limited space. The 
classified reader has a need and is in- 
terested, but inadequate telling of the 
story will dampen enthusiasm and 
force the advertisement to sell on price 
alone. 

e Often advertising one model only 
will pull better than advertising many 
models. 

e Always have the specials ready and 
have them for sale—otherwise, the 
dealer’s reputation suffers. 

eState features and reconditioning 
facts, to get away from straight price 
appeal. Competitors may be adver- 
tising the same model at lower prices. 





the advice given by another manufac- 
turer (General Electric). Regarding 
classified advertising it reads: 

“Classified advertising, when used 
to best advantage, offers you a com 
paratively inexpensive selling device to 
insure a steady and profitable turnover 
of reconditioned appliances. Classified 
advertising is unique in that it is the 
only advertising that brings you a mar- 
ket of ready-to-buy prospects. Un- 
usually they are cash-in-hand prospects 
who’ve already decided they are going 
to buy, and they look to the classified 
columns for someone to buy from. 

“Experience with classified advertis 
ing has proved that some techniques 
are more effective, produce more 
profitable results, than others. There 
are many things vou can do to make 
sure your classified advertising pro 
duces the greatest possible pulling 
power. It has been found that 
classified readers compare features, 
values, guarantees, prices, so it fol- 
lows that you should give readers lots 
of facts—facts that will help them de 
cide whether or not you have what 
they want.” 





MEDIUM NO. 3—The Yellow Pages 


AUTHORIZED APPLIANCE CO 
Over 300 Refrigerators Used 
ALL MAKES & MODELS 
Your Used Refrigerators Acceptable 
as Trade-Ins on Complete 
Line of New Refrigerators 
OPEN EVENINGS - EASY TERMS 


7007 S Western Av......-...Plsnt 
HP he oh Sebamed 











ves 
319 $ Centr! Gin...........CHapmn 5-1887 





1 
We Buy & Sel! - 1 Yr. Guar. on All Makes 
Call PLsnt 2-4466 
4319 S Vermont... .+.+.++++-ADms 3-1997 

















PICO AT THIRD AVE. 
Specializing in Used Refrigerators 
Completely Rebuilt & Refinished 
1-Vr. Guarantee on Most Makes & Modets 
CALL US FOR INFORMATION 
3606 W Pico Bl. .....++-++.MEpble 1-1206 
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lor reasons that not even dealers them 
selves seem to be able to explain, telephone 
book yellow pages are not being used for ad- 
vertising used appliances in proportion to the 
volume those appliances represent. An indus 
try executive in Los Angeles believes that the 
necessity of using sO many listings to get rep- 
resentation for his new appliances always 
stretches his budget and leaves none for used 
appliances. However, he believes that the 
new classifications arranged by the league in 
that city will permit him to put into listings 
of used appliances a proper proportion of his 
advertising budget. Because of the lack of 
standardization of classifications, it is difficult 
here to show a pattern of used appliance adver- 
tising as used by any group of dealers. How- 
ever, there are good examples of a variety of 
approaches to the using of the yellow pages. 

Listings under the “used” classification on 
the directory (see examples at left) vary from 
dealer to dealer in technique and emphasis. 
In the Los Angeles book, for example, Author- 
ized Appliance Co. and Authorized Home 
Appliance use this listing to feature variety 
and guarantee. Under the same heading Pico 
Refrigeration features rebuilding and recondi- 
tioning. And in Oakland, Friedman-Jacobs uses 
display copy which makes its appeal through 
the use of nationally-known brand names. 

Classifications other than “used appliances” 
can be used in directory advertising of these 
products. In the examples at the might, Wal- 
ton’s in Sacramento includes a single line refer- 
ence to its used appliances in its listing of new 
appliances. Another similar single line entry 
is used by Werry’s in the same city in its 
listing under “repairs”, thus reaching those 
who may be undecided between repairing or 
replacing. An appeal to the same group is made 
in the Los Angeles directory by Kennedy’s. 
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Many dealers report favorably on 





WERRY’S 
SERVING NORTH SACTO. 
REFRIGERATORS REPAIRED 
Guaranteed Used Refrigerators 
We Repair Washing Machines 


Near Arcade Bivd 
3169 Msvi Rd N Sacto...... WaAbash 5-5644 














WASHER REPAIRS 


ALL MAKES 
Spinner - Wringer - Automatic 
FREE PICK-UP & DELIVERY 


10 Years’ Experience 
USED WASHING MACHINES 
BOUGHT & SOLD 





ADams 1-8427 


EVENING PHONE 


PLeasant 3-6429 
KENNEDY WASHER REPAIRS 


4864 S. HOOPER 




















bey py = ey ~ Redies 
Up & by my ey 


WALTON’S RADIO & APPLIANCES 
| Hilcrst 7-6561 


3930 Broadway 








End 
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THE CITY DIRECTORY is the first source checked by Don Ashworth, co-owner 
of David Lyle, Inc., when he gets a telephone request for a free trial of TV. 


WHEN THE SET is delivered to the prospect’s home she must sign a mortgage 
slip which is completely filled out. The pre-signed slip helps speed closings. 





SIGNED MORTGAGE 


tF THE ADDRESS of the prospect as listed by the directory is doubtful, Ashworth 
calls prospect back as the credit manager and asks for more information. 


f ae 
the. ~ 





IF A TRADE is involved no price is put on the credit slip until his partner 
and service manager have had a chance to appraise the old TV receiver. 


Helps Close Free TV Trials 


David Lyle, Inc., credits a 30% rise in sales to its new 
policy of requesting a signed credit slip from free-trial 


TV prospects in their Columbus, Ohio, territory 
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HE) free trial of a televisiun set 

doesn’t begin for the customer 
in the picture sequence above until 
she has signed a blank chattel mort- 
age. 

And because she has pre-signed the 
mortgage, the salesman will find it 
easier and quicker to close the sale. 
With the time he saves in this way 
he can be out getting new business. 

That’s the opinion of Don Ash- 
worth, co-owner of David Lyle, Inc., in 
Columbus, Ohio—and he has figures 


to support his opinion. Since inaugu- 
rating the signed mortgage system in 
early February, 1953, Ashworth has 
seen gross sales climb from about 
$243,000 to better than $400,000. 
“I'd say you can hit on about 90 
percent of the deals by having the 
prospect sign a chattel mortgage when 
the set is delivered for free home trial,” 
says Ashworth. “It is a form of protec- 
tion. If you want to make a profit out 
of your business you must protect your- 
(Continued on page 98) 
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ONCENTRATING—hard—on 
> just one prospect is what 

Robert Magoni is doing in the 
picture above. 

When appliance dealers who haven't 
yet wet their feet in the air condition- 
ing market ask him what's important 
to remember in planning for air con- 
ditioning profits, he'll tell them: “De- 
cide to what sort of prospect you'll 
bend your efforts—one prospect, not 
two. Otherwise, you'll be scattering 
your efforts and instead of doing twice 
the job, you're quite likely to do half.” 

By this, Magoni explains, he means 
that a store can profitably—judging by 
his own very profitable two-year air 
conditioning experience—slant toward 









To sell room air conditioners in volume, says New Orleans dealer Robert J. Magoni.. . 





Youve Got to Concentrate 
on One Kind of Prospect 


either the “commercial” prospect 

which he defines as professional and 
other offices, small shops, and similar 
business users of window air condi- 
tioning) or the home market. “Once 
you've decided which gets the empha- 
sis, then plan everything from adver- 
tising to the words your salesmen will 
use in person-to-person talks, around 
convincing that one particular type of 
prospect,” he says. 

In all of this, Robert Magoni is no 
idle theorist. He is the appliance man 
ager of Barnett’s, 600 Carondelet St., 
New Orleans, La., one of the largest 
home furnishings houses in the South’s 
largest city. Although air conditioning 
has been developing as a big item in 


hot New Orleans, Magoni jumped 
onto the cooling band wagon only two 
years ago. Yet today two wholesalers 
point out Barnett’s as one‘ of the city’s 
most successful package unit merchan- 
disers. Ask Magoni how he increased 
sales each year by 30 percent to 50 
percent over the year before, and you'll 
get the following informative and to- 
the-point answers. 


QO. You say it’s important to go after 
one group. Which group? Home- 
owners or commercial? 


A. That’s pretty much a matter of 


choice. Our choice was to cultivate 
the domestic market. 


JULY, 


QO. Any reason for that choice? 


A. Yep. A very simple one. There are 
more houses than offices small enough 
to be effectively cooled by window air 
conditioning units. 


QO. Wouldn’t you say, however, that 
the greater number of houses would 
be compensated for by the greater 
difficulty of selling them, as opposed 
to business (and professional) men 
who know they MUST furnish their 
customers comfort? 


A. There’s not so much difference in 

the sales resistance as you'd think. 

Maybe it’s because of our really hot 
(Continued on page 86) 
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between the 1954 LEWYT 
and every other vacuum 
cleaner made... 


No. 80 CARPET NOZZLE 


with automatic 4-WAY rug cleaning! 


ANOTHER BIG DIFFERENCE! 


1954 LEWYT OFFICIALLY ENDORSED FOR 1954 LEWYT PRE-SOLD BY MORE ADVER- 


DAILY VACUUMING by National Institute 
of Rug Cleaning, Inc. 


..Official association of professional rug 
cleaners, owners and operators of professional 
rug cleaning plants. Vacuum your rugs 
daily. Have them professionally cleaned 
at least once a year by a professional 
rug cleaner. 


1954 LEWYT BACKED BY EVERY SALES- 
AID DEALERS NEED TO CASH IN! 


Exploitation Book crammed with 21 sales- 
building promotions! Low-cost 10-pc. dis- 


=) play kit including an action window dis- 


play, a_ self-service floor display! The 
Market Place demo-center, Junior Demo, 
direct mail and every other advertising force 
known today! 


DO | 
with 


TISING THAN ANY CLEANER IN HISTORY! 


Ads every week thru end of year in LIFE, 

POST, LOOK and other great magazines! 

Over 14,000 Outdoor Posters coast-to- 

coast! 20,189 radio-TV spots every month! 

A $3,000,000 co-op advertising plan! More 

—— than any other single appliance 
ore! 


LEWYT 


Also sold through leading Canadian Distributors 


LEWYT CORPORATION 


Dept. M-7, 84 Broadway, Brooklyn 11, N. Y. 
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WHAT MAKES A REPUTATION? 





THREE REASONS WHY 
(U 1S FAMOUS FOR | \ 

DEPENDABLE HOME 

LAUNDRY EQUIPMENT 


is more than a mere word with ABC. It’s 






\ 


the tangible result of better design .. . skill- 
ful craftsmanship. Building quality into ABC 
Home Laundry equipment is a customer-satisfying habit un- 








changed in 45 years. Concentration on quality has helped to 
build for ABC a reputation for keeping customers happy with 
their purchase. Others talk about quality. ABC makes certain 
it's an important part of every ABC washer, dryer, or ironer 
that goes into your customers’ homes. 


of design helps insure longer service... 
more efficient performance. For example, 
the gearless mechanism used in ABC auto- 











matic washers means fewer parts. Moreover, there are no com- 
plicated controls or gadgets on ABC equipment. These are the 
details of design and engineering that assure dependable per- 
formance... help you keep your profit. If you want more proof 
on how “simplicity” improves a product’s reputation, ask the 
men who install and service automatic washers, dryers and 
ironers. They'll back ABC to the limit! 





These are ABC's Matchmates...the brilliant ABC washer-dryer 
team that adds sparkle to your store... puts prospects in a buy 
e a mood. De luxe quality, fully automatic ABC Matchmates are 
ABC keeps an “eye to the future. identically styled and packed with exclusive features that save 
That’s why many laundering “firsts” 
are credited to ABC. That’s why, 
too, many features found on ABC-O-MATIC Washers and ABC 
Automatic Dryers are exclusive ,.. designed and engineered to 
provide provable washing and drying advantages. Credit ABC 
with “shampoo” washing action, overflow and splashaway 
rinses ... the most dramatic demonstration and sales clincher 
features in the industry. More, ABC pioneered the single heat, 





time, labor and money for your customers...make selling easier 


relate Mure a-M o1ee)ii(o]o] (Wiel am Zolth 


Sell the line with the reputation for 
work-saving convenience, dependability, 
and trouble-free performance. 

Sell ABC. It pays off in satisfied 
customers ... more sales, more profits 
for you. Contact your distributor, 

or write, wire or phone ABC. 


low temperature drying in combination with exclusive 
“Jet-Aire” action. This feature opened up a completely new 
field for “safe” drying of “miracle” fabrics. 





ALTORFER BROS. COMPANY © PEORIA, EILLINOIS 
Specialists in Building Fine Home Laundry Equipment for 45 years 
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Good news for your value-conscious customers! Yes... with the 
Economy Pair ABC makes it possible for practically every family 
to enjoy the benefits and conveniences of automatic home 
laundering. The new, thrifty-priced ABC-O-MATIC "60" Washer 
and Model B (gas or electric) Dryer are value-packed with 
high quality performance features. 


Sy 


DON’T MISS A SALE! \ 


SELL ING 


THE COMPLETE LINE OF 
HOME LAUNDRY 
EQUIPMENT 


WRINGER WASHER 
Model 409 


a. tie 


WRINGER WASHER 
Model 350 


WRINGER WASHER 
Model 330 


ABC Deluxe 
‘IRONER 


THERE'S SALES MAGIC IN PERFORMANCE-PROVED AABLL FEATURES... SALES maGic IN THE FAMous ABU Name! 
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LOCATED near Fort Knox, Kentucky, 
do their advertising in the post paper and furnish handy parking for their customers 


. Gi! 


if 








J 


Army personnel from Fort Knox, Ky., are big buyers, 
and Niceley and Galvin in nearby Elizabethtown have 
built appliance sales to $360,000 annually, all as a 


result of ... 


Pay 


Day 


Promotions 


LL the gold stored at Fort Knox, 
Ay Kentucky, is not in the ground. 
Two partners at Elizabethtown, 
nearby, are getting their share of the 
hoard by selling appliances to the 
people at the Army post. 
Gillon Niceley and Vernon Galvin 


scheduled the opening of their store 


in March, 1952, on a day when all 
personnel, both civilian and military, 
would be able to buy merchandise 
pay day. They had 4,500 people in 
the store in two days, and $34,000 in 
gross sales the first month. From that 
time on, the store has averaged better 
than $1,000 a day in sales. 

When Niceley and Galvin decided 
to open an appliance store, they se 
lected a spot on the edge of town 
where all coming from the Fort would 
see them. They displayed a big ban 
ner saying in large letters, “You Can 
Be Sure if it’s Westinghouse.” 
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“Most people who do a lot ot 
traveling,” Galvin points out, “want 
to buy name brands. The Army sure 
moves their men around, so when they 
buy something, they buy with the 
idea of selling it for a decent price 
when they leave, or getting proper 
service wherever they are situated. If 
they buy only name brands, they have 
this assurance. We carry the com 
plete lines of Westinghouse, Speed 
Queen, Ironrite, Bendix, Philco, 
Roper, RCA, Lewyt, Zenith, Fedders, 
Coleman, and Chrysler Air Temp air 
conditioners. 

Due to rapid turnover on the base, 
Niceley and Galvin have restricted 
their sales to people of certain rank. 
They never have sold to a private or 
corporal except on a cash basis. They 
used to sell on credit to sergeants, but 
now they’ve limited credit to warrant 
and commissioned officers. 


aw it ARMOU 
es 


\S 


Niceley & Galvin cater to military personnel, 





HOME SELLING is done right on the base by Galvin who calls on customer, 


later asking about neighbors who may be possible appliance prospects 


al Tae: 


AIR CONDITIONERS 





HOUSEWIFE brings soldier-husband back to store after shopping tour con- 


venient to the post. 


“We don’t sell just to Army person- 
nel. In the beginning we did over 50 
percent of the volume with them, but 
now it runs about 25 percent.” 


Credit Can Be Bought 


“The biggest percent of our busi- 
ness is cash,” Niceley points out. 
“But when you do sell someone at 
the post without thoroughly check- 
ing credit, you are out if they move 
on quickly. Some of them will be 
honest and send back the money, 
but the Army won’t help you much in 
other cases. 

“After a few months in our original 
location,” Niceley continues, “we had 
so much business that we had to 
move to a larger location. In our 
new spot, we have a parking area in 
front of the store, and the convenience 
of a large municipal parking lot that 


JULY, 


1954—ELECTRICAL 


Partner Niceley gives the pitch which results in sale. 


has the distinction of being the only 
lot in the state with parking meters. 
But this location has greatly increased 
the stores total business trom both 
the townspeople and army person- 
nel, 

“We try to have a good promotion 
every month,” Niceley adds. “It usu- 
ally starts on pay day. Our promo 
tions aren’t expensive, but they draw 
well. One promotion, “Bring In Your 
Old Broom,’ sold 75 vacuum clean- 
ers. . . 12 on the Saturday it started. 
An old range roundup brought in a 
lot of range leads, but this was just 
for the townspeople. All in all, pro- 
motions cost about $3,500 a year, 
but we realized over $360,000 in gross 
sales because over 90 percent of the 
leads initiated by these promotions 
were closed into sales.” 

“There is no problem in selling 

(Continued on page 104) 


MERCHANDISING 
























G-E motors put sales power into the 
| appliances you sell 


... displaying this tag puts that power to work 


Today, many manufacturers are adding both quality and sales power to 
their window fans, air conditioners, ventilating fans, and similar products 
by powering them with General Electric shaded-pole motors. The compact 
closet furnace above, for example, is equipped with a G-E blower motor 
designed to run quietly and reliably . . . day after day .. . for years. 

Your customers know that “G.E.”’ stands for quality . . . and they are 
continually being ‘‘pre-sold’”’ on G-E motors. When the products you sell 
are equipped with G-E shaded-pole motors, you can cash in on this buyer 
preference by displaying this tag which tells your customers that you 
take pride in the quality of the products you sell. 

Specify ‘“‘“Equipped with G-E motors”’ on your next order and ask your 
equipment manufacturer for these tags. . . for the added sales power that 
moves good appliances faster. General Electric Co., Schenectady 5, N. Y. 


704-¥ 





Progress /s Our Most /mportant Product 


GENERAL @@ ELECTRIC 
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The 21-inch 
Du Mont BRADLEY 





The 17-inch 
Du Mont BARTON 







The 21-inch 
Du Mont BAYLOR 






The 21-inch 
Du Mont HAMILTON 








Ce nS ne eee ee 


_ The 21-inch 
Du Mont CLIFFORD The 21-inch 
Modern 


Du Mont DELLWOOD 
The 21-inch 


Du Mont CLIFFORD Traditional 
al WRITE, WIRE OR PHONE your Du Mont Distributor for details or write to: 


The 21-inch 
Du Mont BELVIDERE 





*®Trade Mark 
DU MONT PRICES INCLUDE full-year pic- 


ture tube Warranty, 90-day parts Warranty, 
Federal Excise Tax. 
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= The 2l-inch ; 
Du Mont RICHFIELD “ ; 
Modern rere 


Don miss Du Mont’s big news! It’s a year 
of change for everything but Du Mont quality! 
If you can’t see and hear the good news at 

the Music Show, your Du Mont Distributor will 


give you complete details! 








a completely NEW line! 

See 12 new Du Mont Telesets*, freshly styled and 
with full sales-making Du Mont quality features— 
another “Short Line with Long Profits!” New 
Du Mont engineering gives finest performance in 
every price class! 


with a NEW sales plan! 

There’s no point in selling if you don’t make 
money! Now Du Mont offers its dealers the quality 
that wins sales—the competitive pricing that closes 


NEW low prices! 


New, lower Du Mont prices say “HERE’S THE 
BIGGEST DOLLAR VALUE!” ta customers in 
every price class. Now sell Du Mont prestige in 
picture, sound, cabinets and features to every 
customer! 


NEW better dealer discounts! 


And Du Mont now offers better-than-ever dealer 
discounts! Model after model, this new Du Mont 
line will build up profits for you! 










The 21-inch 
Du Mont RICHFIELD 
Traditional 


sales — and the mark-ups that make sales show 
profits! 


Monr: 
; P THERE IS ONLY ONE pu NT First with the Finest in Television 


VISION is the 
Du Mont Dimension! 


Again Du Mont is first with the FINEST 

. . « this time in color picture tubes! The 

superb new 19-inch Du Mont Color tube — ready 

this Fall in limited quantity — will offer large screen, 
finest-quality color pictures at lower cost 
than other and smaller color tubes! 




















The 24-inch 
Du Mont GLENDALE 








The 21-inch 
Du Mont WINSTED 


IS MORE VALUABLE THAN EVER! 


Allen B. Du Mont Laboratories, Inc., Television Receiver Division, East Paterson, New Jersey. 


Canadian Affiliate: Canadian Aviation Electronics, Ltd., Du Mont Television Division, Montreal, Canada. DuMont ales aaeaaaiacin 
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they fit right... 
function better... 
last longer... 




















































REPLACEMENT 
PARTS 


Sector Gear 






because they ate... 


e exacting 
d aghast to the sam  lted Ws 


engineere 


a Whirlpool. 

snd finished to the most 
V/ weston matned end ere 
apg see 








Don’t gamble your service reputation on inferior parts... always 
specify and use Genuine W birlpool replacement parts. They eliminate 
customer-irritating service call backs ...save you time and money. 
No other parts... even though they look the same. . . will give the 
same dependable on-the-job performance. Your local Whirlpool 
dealer, distributor or A.P.J.A. parts jobber has quality Whirlpool 
parts, quickly available. See or call him! 


AMERICA’S MOST COMPLETE SELECTION OF HOME LAUNDRY APPLIANCES 


aS en C=") _ 
=— = <= Se, 


Automer 


Yo" 3 ifs he el 4 is 


e cy e®.6UC6© 
service division 
WHIRLPOOL CORPORATION ¢ St. Joseph, Michigan 


Clyde, Ohio ¢ LaPorte, Indiana 
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How Big Is The Trend to Centralized Service 





clientele. Now, claim some, the cen- 
tral operation robs them of even that 
benefit and leaves them defenseless be- 
fore the invasion of the discount house. 


THE LURE OF PROFIT 


A central operation, however, can 
make money—to which the prosperity 
of the independent contractors is 
abundant testimony. So, too, it would 
appear, can the distributor or factory 
branch shop and it is unlikely that 
the possibilities of a profit are left un- 
considered in manufacturer thinking. 
One product service manager says 
frankly that he “would like to see the 
distributor make money on service. 

If the distributor's prices are competi- 
tive I don’t care how much profit he 
makes on service.” 

If these manufacturers are right, if 
they can, as they claim, give the con- 
sumer better service and make money 
while they are doing it, the chances of 
the metropolitan area dealer ever again 
becoming an important factor in serv- 
ice are needle slim. 

And to the occasional dealer’s cry 
that he must be able to offer service 
in order to compete with the price cut- 
ter across the street, the manufacturer 
may say, “You don’t need it.” 

Some already have. One argument 
advanced by the manufacturer is that 
the “smart” dealer can utilize central 
service just as if it were his own. All 
he has to do is “tell the customer to 
call him if something goes wrong. He 
will pass the call along to the servicing 
agency and check back with the cus- 
tomer after the job is done—thus 
making a merchandising technique out 
of service.” 

“The big advantage of centralized 
service,” says another maker, “‘is that 
it gives the dealer an opportunity to 
concentrate on sales. He can devote 
all of his time to it.” 

A third declares: “There are creative 
dealers who are top dealers and don’t 
service who compete daily and success- 
fully with the discount house.” 


HOW MUCH MORE 
EXPANSION? 


Manufacturers have been in central 
service long enough now to know how 
they feel about it. Briefly, they believe 
it’s here to stay and five out of six 
disagree with the one executive who 
says, “We see a reversal of the trend 
if we go through enough hard selling. 
Prior ‘to the war most dealers were 
interested in service as a means of ad- 
vertising their products. That day may 
come back.” 

Another official speaks for the ma- 
jority when he says, “If we got more 
exclusive and better dealers there 
might be some reversal of the trend, 
but as competition gets tougher, it 
becomes all the more important to cut 
costs and central service is cheaper 
than dealer service. 

On the extent to which central serv- 
ice will expand there is not quite so 
much agreement. Some makers think 
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they already have gone as far as they 
can. One or two think “intensifica- 
tion” of service in existing areas is a 
better word than expansion. Others 
think there is much yet to be accom- 
plished. 

However, all agree that the farther 
away you get from heavily populated 
metropolitan areas the more un- 
economical and unsatisfactory central 
service becomes. 

“Forty miles from a central point is 
the limit to which you can service with 
any degree of profit,” says one. 

More precise is the measurement 
applied by the maker who says, “Cen- 
tral service is not efficient in areas of 
less than 80,000 population. Metro- 
politan service agencies depend on 
saturation and volume and to operate 
profitably there should be 3,000 new 


appliances added to the area each 
year. Right now there are 128 cities 


with populations of 80,000 or more. 
We have centralized service in 56.” 
For him there are both the space and 
intent to expand. 

Towns of 100,000 and over are the 
immediate goal of another producer 
who aims to establish central service in 
106 of them, already has it in more 
than half. 

Manufacturers point out that expan 
sion is not yet complete because there 
are still metropolitan areas in which 
they have not yet established central 
service and they add that the normal 
growth of the nation will keep bring- 
ing more cities into the 80,000 or 
100,000-and-over bracket and _ thus 
keep enlarging the opportunities which 
exist. 

Meanwhile, central service is, by its 
nature, limited to densely populated 
areas and the responsibility for main- 
taining appliances in small towns and 
rural regions will continue to be the 
servicing dealer’s. In fact, even the 
post-war expansion has not been 
enough to put servicing dealers in the 
minority. However, while metropoli- 
tan dealers represent only a small part 
of the national total, they account for 
a whopping percentage of national 
volume. One maker says they account 
for 33 percent of the gross potential of 
the market. Another says that the 16 
percent of his dealers who are non- 
servicing account for “damn near 40 
percent of our business.” A_ third 
makes the claim that the one-third of 
its distributing areas closest to metro- 
politan centers account for 70 percent 
of its sales. 

With fists-full of statistics like these 
it is small wonder that manufacturers 
see so much necessity—and so much 
opportunity—for centralized service in 
metropolitan areas. 

They believe, apparently, that as 
cities and appliance saturation grow, so 
will the opportunity for some one to 
make both profits and customers out 
of service. The implication is plain: 
Unless the city dealer wants to per- 
form service badly enough to fight for 
it and make a business out of it some 
one else will. End 
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NOW, FOR THE FIRSTTiME, —j\ Complete Line of 


it OS Di eire 


Ranges &«... 


RCA gives you a leader in every important price bracket 
for the fastest range turnover you've ever enjoyed 






RCA Estate Range Sales Leadership 
New RCA Estate “Grill, Bake, ° e e e 
Barbecue” models! Complete 40- Drive ison —with the r ight models, 


inch line—7 gas...7 electric— 


at distributors now! right pricing, right advertising ! 

























Just see them! That’s all! Range retailers will tell at a 
glance that this complete line means more sales. And, you 
can make every RCA Estate sale a BIGGER sale— 
because there’s never been a range line better designed 
for easy, profitable sell-up. 


You'll be able to walk a customer right up to the “big 
ticket”’ merchandise in the quickest, easiest steps you’ve 
ever taken. That’s because it’s RCA Estate features you’re 
selling—not just more chrome or more storage space! 


Join the RCA Estate sales leadership drive now! See the 
complete RCA Estate line at your distributors now! 





See your RCA Estate 
distributor for the 
full line this week! 


& 


Complete line of RCA Estate 30- 
inch Space Kings—3 gas...3 
electric—at distributors now! 














Estate 


GAS OR ELECTRIC RANGES 


RCA ESTATE APPLIANCE CORPORATION + HAMILTON, OHIO 
A Radio Corporation of America Subsidiary 


a, LIFE / mccaues 


with merchandise for ) wero Better Homes «Garden 
the big RCA Estate NETWORK 
full-line kickoff ai Housekeepin 9/ > RADIO . 
H] 
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Ki New Gift Carton, 
Help Sell G-E Portable | | 


Package increases gift value— offers in-store | 


This brand-new package will make it easier 
than ever to sell the G-E Portable Mixer as a 
gift, and it is especially designed for easier 
handling by dealers. Three gift-packaged mixers 
are overpacked in each master shipping carton. 






This six-sided carton is attractively colored in gray, pink 
and yellow with a beautiful modern design. The pink 
identification band around the center is removable, 
making an ideal gift carton, Best of all—it is sturdy | 
enough to mail to your customers without additional y 
wrapping or boxing! 


mn“ EWERAL GB ELECTRIC 
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Colorful New In-Pack Display, 
Mixers Faster Than Ever! 


display — provides sturdy shipping carton! 





3 


POWER FOR ALL (ives 
MIXING JOBS HL 
@ = 
















Eye-catching mass display will be better than ever with the new Each master shipping carton contains a colorful new sales tool—a 

4 six-sided design which lends itself to the building of numerous differ- Portable Mixer display. It is attractively styled and colored to 
ent arrangements suitable for either window or counter. The unusual match the new gift carton, and it highlights the important sales 
shape and colors of the new carton increase display effectiveness. features of the mixer. 


This new display will constantly tell your customers the story 
of the G-E Portable Mixer— Power, Price, Fingertip Control, Heel 
Rest, Portability and the Keyhole Slot for hanging on the wall! 
General Electric Company, Bridgeport 2, Connecticut. 








And don't forget another G-E plus! 


An advertising schedule designed to bring cus- 


tomers into your store! 
LIFE MAGAZINE ° Special Christmas - 


Th . . 
Cac “RAY MILIAND e COLLIER'S MAGAZINE , Advertising | ie 
2) te SHOW + Mysto Fp 


\ ye /! & these magazines to 
"te te with an average of keep the story of the 
\ ae 7 million families G-E Portable Mixer 


watching every week! “ in front of the public! 





















e Extra advertising during the Christmas 

season emphasizing the gift values of- 

€ fered by G-E Small Appliance Dealers! 

Just look at this list . . . Life, Look, 

8 Collier’s, Saturday Evening Post, Better 
Homes & Gardens, American Home! 





Better get your order in to your G-E distributor today! 
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DADDY’S 


RED | 





Another parade stopper 


13 million looked . . . and 8 million stopped to read 


The glamour girl of the twenties is still a traffic-stopper today. 

For example: In the six million homes that get PARADE 

every week with their Sunday paper, more than 8 readers in 10 stopped 
to read the story of fashion through the years that went with this picture. 


Readership like this, in 45 key markets throughout the country, 

makes PaRApE the best read publication in print, according to independent 
surveys. That means advertisers get twice as many readers per dollar 

of ad cost in PARADE as in any of the Big Three weekday magazines. 

What's more, PARADE’s power every Sunday makes sales every day, all week long. 
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2.3 Percent Is ALL 
That’s Left 
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WHAT MAY BE AHEAD 


A good many dealers seemed to 
think that 1954 poses many of the 
same problems that beset them last 
year. General economic conditions led 
the list of specific mentions and, in 
order of mention, these are the others 
that held attention: Consumer sales 
resistance, shortage of good salesmen, 
customer credit status, manufacturer 
overproduction, too many television 
promotions by manufacturers, the 
color television stymie, liquidation of 
warehouse stocks, dumping of distress 
merchandise and poor or inadequate 
sales training. 

NARDA says there was about a 10 
percent increase in reporting dealers 
this vear over last and, of these, some 
72 percent gave specific indications of 
their total dollar sales expectancy in 
1954 by comparison with 1953. Only 


PBB BBD PDD DD PDD P PPP PPP 


Isn’t it odd that partners can get 
along fine when the firm makes 
money—but break up as soon as the 
firm hits red-ink? 


PPB BPP PPP PPP PPP PPP DDD 


20 percent expect no change; 35 per- 
cent expect increases, averaging 14 per- 
cent over 1953; and 45 percent ex- 
pect declines averaging 19 percent. 
About 58 percent of the dealers ven- 
tured guesses of dollar profits this year 
and 30 percent expect no change; 28 
percent foresee imcreases, averaging 
18 percent; and 42 percent expect de- 
creases, averaging 19 percent. 

Although a majority of the partici- 
pating dealers gave television the 
largest number of individual mentions 
as the product with the best sales 
prospects this year, a combination of 
the various laundry equipment items 
would put this group in the lead. 

On the basis of individual products 
mentioned, refrigerators drew second 
place, washers (including automatic) 
third, ranges were fourth and air con- 
ditioning jumped into fifth place from 
sixth a year ago. By frequency of men- 
tion, these are the other products 
listed: Dryers, kitchen equipment, 
freezers, record players and records 
and dishwashers. End 





| “THE NEXT HALF HOUR PROGRAM ... IS ME!” 
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ONLY BLACKSTONE HAS NEW 


HUMID /VENT 


Eliminates Messy Exhaust Puddles! 








Exclusive Features give Blackstone Dealers 
hig selling-edge in growing Dryer Market! 


The dryer market is getting bigger every day! tures! Yes! Feature for feature it stands alone! That’s 
And Blackstone dealers are netting an increasingly why Blackstone dealers have a big edge over all 
larger share of this profitable business! The sensa- others! You too can profit with Blackstone! Contact 
tional new Blackstone dryer has been on the market your Blackstone distributor today! 
just a scant few months, yet already dealers are 


ada ‘ . = The New Blackstone Dryer... 
agreed that it is worthy of a place beside the world’s —_ Worthy of a Place Beside the 
finest automatic washer! No other automatic dryer World’s Finest Automatic Washer! 


can match Blackstone’s impressive list of selling fea- 


Blackstone 


JAMESTOWN, NEW YORK 
America’s Oldest Manufacturer of Home Laundry Appliances 


[a (=m 


———— 


oa os 


Quality Wringer Medium Priced Semi-Automatic Finest Automatic Automatic Dryers Automatic Cabinet Blackstone’s World Famous Com- 
Washers ata Promo- Washers with Deluxe Washers at an amaz- Washersinthe world with the Features Ironer with New plete Home Laundry Units! 
tional Price! Wringer Features! ing Low Price! Today! that Sell Themselves! 








Foldaway Cabinet! 
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INTRODUCING 


Model 44774: brown, gray, aqua 





Medel 451T5: cocoa brown, blue 





Senoramic, Model 434T5, black, 
ivory, maroon, tan, green 





Radasonic, Model 45776: mahogany, 
blond birch, silver walnut, cordovan 
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NEW HIGH-FIDELITY GROUP AE 








Radio, Model 475T5: ivory and 
gold, maroon and gold, black 
and gold, gray and gold 








1955 RADIO LINE HIGH-FIDELITY 


See the exciting new design and fresh deco- 
rator colors of the 55 Westinghouse radios, 
and you'll see why they'll sell fast. Close 
quick sales by demonstrating the bright 
treble and deep, clear bass tones of new 


ivory and gold, green 
gold, maroon and gold 


Symphony Hall High-Fidelity 


Here’s new Westinghouse Full Range High-Fidelity Sound, from 30 to 
15,000 cycles, in a complete package of quality listening for your growing 
hi-fi market. Famous Designer styling gives you Full Range High- 


Fidelity plus Full Range TV 


in modular units for sell-up profits. 


FM-AM radio, 3-speed record player and dual speaker system in 
Mahogany or Blond Mahogany Veneer cabinets. Model 469R12. 





Symphony Hall Period Console. 
Westinghouse Symphony Hall high- 
fidelity system in a traditional cab- 
inet of rich Mahogany Veneer, with 
space for records, Model 480 C12. 





Symphonaire Radio-Phonograph. 
Moderate-priced version of Sym- 
phony Hall. AM radio, 3-speed rec- 
ord changer. Mahogany or Blond 
Mahogany Veneer, Model 467R6. 





Cleck Radie: white and blue, 








Portable Model 405P5: red, 


Westinghouse Full Range Sound. Here’s a 
complete line of exciting table radios, beau- 
tiful clock radios and gay, practical port- 
ables, with tempting new low prices. Get 
the facts now, for fast, solid profits! 








and 





Radaphonic AM Radio-Phonograph. 
New Full Range Sound from Famous 
Designer cabinet. 3-speed record changer 
including 45 RPM spindle, 8" speaker. 
Model 465R6 in Mahogany Veneer; also 


Model 4715 Clock Radio: Blond Mahogany Veneer. 
gray, ivory, rose, green 











Portable Model 409P4: Portable Model 422P4: 
green red, brown, beige maroon, coral, beige, black 
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WESTINGHOUSE 


LEADER IN STYLE - PRICE - PERFORMANCE - PROMOTION 


Last Car fas Vegas! 


6 EXCITING EXPENSE-PAID 
VACATION DAYS! 


WESTINGHOUSE RADIO ROUND-UP 


Time’s running out! But you can still get _cials, pre-sell Westinghouse radios for you, 
in the running for a fabulous Las Vegas make them today’s fastest-moying impulse 
vacation. And Westinghouse helps youwin _ buys. Also, three special promotions give 
qualifying points with a new dealer plan _—you the perfect combination for more store 
that makes Westinghouse radios easy to __ traffic, bigger store-wide sales. 
buy . . . and easy to sell. All aboard! Join the dealers who have 
National ads in LIFE, LOOK and key already earned their Las Vegas tickets . . . 
newspapers, plus STUDIO ONE commer- and rope in extra profits! 
















WESTINGHOUSE DEALS YOU 
@ PROMOTION ACES 


SEE US IN 
CHICAGO... 


Visit Westinghouse at 

Music Merchants’ Convention 
Space B—Red Lacquer Room 
On the Fourth Floor, 


PALMER HOUSE 

















SEE YOUR WESTINGHOUSE DISTRIBUTOR TODAY! 


WESTINGHOUSE ELECTRIC CORP., TELEVISION-RADIO DIVISION 
METUCHEN, NEW JERSEY 
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on THE WAY! 
more Uscrotabe- 


equipped ranges 


 —_6_, 


FOR THE EASIEST, MOST PROFITABLE 
RANGE SALES IN YOUR LIFE! 


Make Microtubes a big selling point to clinch more range sales. 
You can—and easily! That's because Chromalox Miracle Micro- 
tubes are loaded with powerful selling features! They heat up 
fast, cool off quickly. There’s lightning speed in the flat-top, 
slim tubes. Heat goes right into the utensil, because there’s no 
bulky element to heat up first. And the heat is better distributed 
for wonderfully uniform cooking results. 


More and more ranges are being equipped with Chromalox 
Microtubes to put you far ahead with more sales and profits. 
Ask for Microtubes as standard equipment on your favorite 


electric range line. It will pay! 





LooK T0 
Wltcrotabe-ewuipped ranges 


for © INSTANT HEAT 
© QUICKEST RESPONSE 
e MORE UNIFORM COOKING 


CHROMALOX 


IT’S THE FLAT, SLIM 
TUBE THAT MAKES 
THE DIFFERENCE 
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EDWIN L. WIEGAND COMPANY 
7525 Thomas Bivd., Pittsburgh 8, Pa. 





You’ve Got to Concentrate 





summers here in the deep South. But 
men who work all day in air condi- 
tioned offices, stores and plants are in- 
creasingly reluctant to do without the 
same comfort when they come home 
in the evening. It’s getting so the up- 
per and upper-middle income groups 
are no longer the prime prospect. 
Every home is a prospect. You see 
units juttting out of the windows of 
homes in every kind of neighborhood. 
And once a family has owned one win- 
dow unit, its sales resistance to an- 
other is low indeed. We have people 
whom we have to sell a unit one year; 
the next year they come back to buy 
another. And remember there are 
many more of these folks than there 
are commercial prospects. 


Q. But is that any reason for neglect- 
ing commercial prospects? 


A. I wouldn't want to have you think 
we neglect "em. We simply don’t cul- 
tivate the commercial field intensely 
in the way we cultivate residential 
sales. It takes a different technique 
entirely, a different way of finding 
prospects and of selling them once 
they're found. You can only do a good 
job of advertising, merchandising and 
salesmanship if you concentrate upon 
it. So we concentrate Barnett’s efforts 
where they will bring in the greatest 
amount of sales. It’s that simple. 


Q. Just HOW do you concentrate 
upon the consumer? What clicks from 
your experience? 


A. Well, we have three ways of finding 
prospects. The first way is through 
advertising which produces leads. The 
second results from a campaign of 
using the user, and the third is in cold 
suggestion to prospects we have for 
other ,ppliances. 


Q. Tell me about them. The advertis- 
ing first. 


A. In most ways, it’s no different from 
other forms of appliance advertising. 
We have given a lot of attention to the 
matter of securing media which reach 
the most consumers, and developing a 
reason why they should buy from Bar- 
nett’s rather than one of the other 
hundred-odd package unit air condi- 
tioning outlets in New Orleans. 

We've continually tested media. 
We'll advertise something in one me- 
dium and not in others. One brand 
will go in medium A, another in me- 
dium B. They will then be compared 
for results on the basis of how many 
prospects they produce in relation to 
their costs. Some media we eliminate. 
One was the use of car cards. 

“T’ve nothing against this medium. 
It works for other things. It didn’t for 
air conditioning, however. I don’t 
know why, but it paid us to test and 
not assume that because the medium 
was good for one thing it would be 
equally good for producing air con- 
ditioning prospects. 


QO. How did you determine it wasn’t 
pulling its weight? 
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A. We placed a pad of coupons on 
each card. They were at rider-height 
—easy to reach. The coupons were 
good for a small prize if presented in 
the store. That made it to the advan- 
tage of riders to pull the coupons, fill 
them out, and turn them in. Yet in a 
three months’ trial—no inadequate 
one—this medium brought us only a 
mealey five coupons for prospect leads. 
So we discontinued it. 


Q. What media DID prove result-ful? 


A. Newspapers primarily. Also radio 
and television. We use other media 
for the appliance department in gen- 
eral. Those are the best for bringing 
us air conditioning leads, however.” 


Q. What do you offer to make ’em 
choose Barnett’s? 


A. First, we play on the name of the 
store. It’s been in the community a 
long time and is well known for sound 
dealings. Then we make it easy to 
reach an immediate buying decision— 
offer a way to buy without too much 
immediate harm to the budget 


QO. What's that? 


A. No down payment, with up to two 
years for payment. A lot of dealers shy 
away from no down payment. They 
believe you get a fringe type of pros- 
pect. But when it’s coupled with a 
stringent credit investigation—as we 
do it here—a store risks no more by 
way of bad credit losses than if it took 
as much as one-third down. It does 
overcome a psychological block that 
exists in the minds even of people 
able, if they wish, to pay cash—the re- 
luctance to part with too much cash 
money in a lump. This way it looks 
easier and helps to bring us a lot of air 
conditioning prospects we wouldn’t 
otherwise secure. 


Q. How about using the user? 


A. Nothing complicated about the 
way we do it. Once a unit has been 
installed, we wait till the customer has 
had time to enjoy it for a few days. 
Then the salesman asks whether he can 
give us the names of three friends who 
might like to hear about the same com- 
fortable way of living. Most people are 
glad to come across. 


QO. And on-the-floor suggestion? 


A. It begins with displays that we put 
out in the department so they'll be 
seen by customers who come in to talk 
about refrigerators, television and ra- 
dio sets, and other appliances. Then 
the salesmen actively suggest air con- 
ditioning units. 


Q. How? 


A. Nothing subtle to it. They just ask 
whether the customer would like to 
have a demonstration of how window 
air conditioning units work. The dis- 
play models are all hooked up so sales- 
men can give a quick demonstration 
on any one. 
(Continued on page 94) 
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Osterizers 


Portable e : i 


‘ * Food Mixers fai 
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Electric 


. | Knife 


Sharpener 









Home Hair Cutting Sets 


~ a ©. 
a, 
j 
7 


A 















Massage Instruments 
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Electric 
Hair Dryer 










Avionic Products 
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Cummins Power Tools 
are products of 





MANUFACTURING CO. 


What does this mean to you ? 


It means new sales and profit opportunities from 
Oster — for you! It means you'll have a complete 
and impressive line of the finest popular- priced 
power tools, to sell with your line of famous 
Oster Quality Products. 


Your customers are becoming increasingly power 
tool minded. And here’s a sound opportunity for 
you to cash in with one of the best-selling power 
tool lines . .. Cummins — now made even better by 
a recognized leader in the electrical products field. 


Growing acceptance for Cummins Power Tools, 
and Oster Products, both the finest of their kind, 
is your assurance of more profitable year ’round 
business. Look into the great profit-making oppor- 
tunities Cummins Power Tools and Oster Products 
offer you. 


Remember. . . the name Oster is your assurance 
of highest quality —always. 


fof Ostet MANUFACTURING CO. 


5055 North Lydell Avenue . Milwaukee 17, Wisconsin 


7 Power Tool Home Workshop 





Electric Floor Polisher 


1954 


Portable Electric Drills 





Portable Power Saws 





Electric Drill Kits 
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RANGES 


REFRIGERATORS 


PRESENTS 


usque 


A NEW COLORANGE 








He's her dream come true. This month Hotpoint brings an exciting 
new color tone to its automatic electric range. Subdued, warm, 
versatile Tusqgue is a color that not only complements the 
color scheme of any kitchen but does it so untiringly that living 


with it is a delightful experience —day in, year out. 


Months of painstaking study have gone into the 
development of Tusgue—months of blending and testing have 
brought Horpoint’s design stylists to the conclusion: 
“This is it.’ Tusque begins a trend that will see a pleasant color tone 
moving into kitchens of today and tomorrow—color that 
will live harmoniously with periodic changes in kitchen 


decorative schemes, color that is exclusively Hotpoint’s. 


Tusque is being introduced in Hotpoint’s model RCB22—a 
model that, in addition, offers lighted pushbutton controls 
with color-keyed surface units plus all the other features that 
have made Hotpoint America’s prestige range. The Golden 
Griddle is standard equipment. The Calrod® Golden Fryer is 


optional. And the price is unbelievably low. 


Be the first to offer this truly different, satisfying, and 
long-awaited experience in kitchen color. Your Hotpoint 


distributor is ready to tell you all about it. 





Changes your viewpoint. .-cutowation ly 


DISHWASHERS «+ DISPOSALLS® + WATER HEATERS + FOOD FREEZERS + AUTOMATIC WASHERS + CLOTHES DRYERS + AIR CONDITIONERS + DEHUMIDIFIERS + CABINETS 


HOTPOINT CO. (A Division of General Electric Company) 5600 West Taylor Street, Chicago 44, illinois 
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HAVE YOU A DISASTER PLAN FOR YOUR PLANT? 


BOMBS...OR FIRE...OR FLOOD...OR TORNADO 
«+. you can handle them if you act now. 


Let’s face it... the threat of war and the atomic bomb 
has become a real part of our life—and will be with us 
for years. Fires, tornadoes and other disasters, too, can 
strike without warning. 

Whatever the emergency is, everybody’s going to 
want help at the same time. It may be hours before out- 
side help reaches you. The best chance of survival for 
you and your workers—and the fastest way to get back 
into production—is to know what to do and be ready to 
do it. Disaster may happen TOMORROW. Take these 
simple precautions TODAY: 


r 


[|_| Call your local Civil Defense Director. He’ll help 
you set up a plan for your offices and plant—a plan 
that’s safer, because it’s integrated with community 
Civil Defense action. 

| | Check contents and locations of first-aid kits. Be 
sure they’re adequate and up to date. Here, again, your 








CD Director can help. He’ll advise you on supplies 
needed for injuries due to blast, radiation, etc. 

|_| Encourage personnel to attend Red Cross First-Aid 
Training Courses. They may save your life. 

[| Encourage your staff and your community to have 
their homes prepared. Run ads in your plant paper, in 
local newspapers, over TV and radio, on bulletin boards. 
Your CD Director can show you ads and official CD 
films or literature that you can sponsor locally. Set the 
standard of preparedness in your plant city. There’s no 
better way of building prestige and good community 
relations—and no greater way of helping America. 


Act now ... check off these four simple points... 
before it’s too late. 
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HOTTEST LINE IN 


NOW! What every woman wants and ONLY Holliwood < it! 
FIRST... with the ONLY 


Works Like A Clock Radio: JUST SET IT... TURNS 
ITSELF ON... COMPLETES COOKING CYCLE... TURNS 


ITSELF OFF! i 
Works Like Magic... Sells Like Magic... And You Get 
It All and ONLY in the 


GOURMET ROTISSERIE by 


5, 
Ke Ma / $35" Py 


PLUS All These Additional “‘Quick-Sell” Features: 
e@ Pilot Light e Look-Thru Glass Door e@ 4 Platter Positions— 
12 Heating Ranges 
e Motor Switch e@ Chromed Inside and Out e Removable Platter Handles 


e Extra Bar-B-Q Rack @ Push Button Heat Switch e Barbecues a 12 Ib. Turkey Model 880 


Another Selling Sensation 


GOURMET ROTISSERIE by 


S $66°> 


@ Chromed Inside and Out 

@ Push-Button Heat Switch 

@ 4 Platter Positions—12 Heating Ranges 
@ Removable Platter Handles 

@ Barbecues a 12 Lb. Turkey 


With These “‘Fast-Turnover” Advantages: 
@ Pilot Light 

@ Motor Switch 

@ 2-Hour Timer 

@ Extra Bar-B-Q Rack 
@ Look-Thru Glass Door 





Model 870 


Get King-Size Sales Performance 


Ke ty f 
with the $3495 


KING-SIZE COOKER-FRYER 
Sit Acc (Cee 


And It's Got Everything: 
i @ Automatic Thermostat = Guaranteed, fou 9 Ucar! | 


@7 Pint Oil Capacity 

e Extra Large For e Jeweled Pilot Light A tala taal a Onin aii tienes 
Family Cooking e@ Cook Chart on Cover = — a oe ee 1“ 

@ New, Quick-Drain Spigot @ On and Off Switch long yeors of deily service, 


Ai) YP) ms — 





COMPLETE PRICE PROTECTION 
FOR YOU... BECAUSE Aofbwood  HAMmSrabaaetueuaraa 


Up with Powerful, “‘Hard- 
IS FAIR TRADED AS ALWAYS! Sell,”’ National and Cooper- 

You Get: ative Advertising... Dealer 
FULL MARK-UP! MORE PROFIT! [iL SeeaCCtee 
NO PRICE CUTTING COMPETITION! fiance 
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UNIVERSAL ssc! 


Picked by housewives from 48 states in the Mrs. America 










Contest at Ellinor Village, Florida, as the finest iron 
they'd ever used! Universal’s sensational Steam ’n Dry Iron 
proved its performance in pressing contests among women 
from all over the country who know ironing. 


Sell Mrs. America’s choice to your customers. Cash in 


NOW with Universal’s Big, Extra-Profit Plan! 


Mrs. Delaware 
“I’m amazed at 





what I save on my Mrs. Louisiana 
pressing bills.” “My Universal 
Steam ’n Dry 


gives my dressmak- 
ing that beantifu 
professional leok.” 





Mrs. North Carolina 
“Now I can press like 
a professional!” 








SWITCH-OVER CORD WINS FOR 
MRS. UTAH! Left-handed entry wins grand 
prize in pressing contest. Universal—the only 
iron with a switch-over cord made it easy. 


Mrs. America 
Mrs. Wanda Jennings from Mis- 





a souri says, “Steam Pressing is so 
2 ine —_ we Mrs. Colorado easy with a Universal Steam ’n 
wonderfully fast!” “It's two irons in Dry Iron.” 


one—so easy to use.” 


FIRST CHOICE OF 48 STATE WINNERS! 
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STEAM N DRY IRON 


HOME-MAKING CONTEST 


















Mrs. Michigan 
“No more guessing 
—the jiffy switch 
shows whether 
you're on steam or 
dry setting.” 

















Mrs. Arkansas 
“Universal’s instant 
steam saves me 
ironing time.” 






Mrs. New Jersey 
“Switching from 
Steam to Dry with- 
out emptying the 
water is the big 
feature for me!” 





18° 


manufacturer's suggested 
retail or Fair Trade price 











ane" GET te 


rp cost s128.26 
5—42.2% PROFIT 


jes people! 





GET Lot Halt Price a 


3 
your cost 364.1 M AKE $93.1 














SHE'LL GREET YOU AT THE — 


UNIVERSAL EXHIBIT 












iT ait ATLANTIC CITY HOUSEWARES SHO 
MAKE s46.87-42-2% i incentive pian oye July 12 " 
ut Booths 333-35-37-39-41 






tri putor abo 


. UNIVERSAL 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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Lesigh for Sling 


ROPER 


— GAS RANGES 








THE ROPER “DRY -AIRE’’ 
FULLY-AUTOMATIC GAS 
CLOTHES DRYER, TOO, 
IS PROFITABLE TO SELL 


Ask about Roper Gas 


Ranges in Decorator Colors 


Chrome Tops, too! 


CASH IN ON THESE ADVANTAGES! 


Excellent Gas Appliances 
Consistent Magazine Advertising 














Sales Training Programs 











Service Training Programs 





* 
4 
ry Aggressive Dealer Sales Helps 
& 
” 
a 


A Highly-Respected Name 
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GEO. D. ROPER 


ote} ate) F-Ware), | 
Rockford, Illinois 


Sales Representatives in Principal 


Distribution Centers 


WRITE US 
FOR COMPLETE 
FRANCHISE 
INFORMATION 





JULY, 


You’ve Got to 
Concentrate 





CONTINUED FROM PAGE 8———— 


QO. Is most of your selling done this 
way on the floor? 


A. No, it’s done in the home, first be- 
cause I’m a firm believer in lots of out- 
side selling for all appliances, and more 
particularly because this is the only 
really effective way to sell air condi 
tioning. 


QO. Why? 


A. Because no matter how much the 
manufacturers reduce things to tables, 
there must be a certain amount ot 
engineering in order to make a good 
sale. By that, I mean one which wil 
give the customer complete satisfac- 
tion. There isn’t any other kind of 
good sale. 

The customer may have a room 12 
feet by 12 feet. On average, this 
should take, let’s say, a three-quarter 
ton unit. But there are variables. Some 
rooms have more windows and other 
heat-losses than others. Only by physi- 
cally examining the premises can the 
salesman give a really good engineered 
answer to the problem of how much 
unit the customer requires for the 
amount of space to be cooled. 


Q. How much service enters into air 
conditioning selling? 


A. A lot of it. First, the installation 
calls for a service man. Then it’s neces- 
sary to offer service facilities if you're 
going to get that next year’s order for 
the second window unit. 


QO. All of which entails vast expense, 
doesn’t it? 


A. Not necessarily. Barnett’s operated 
for the past two years by jobbing out 
the service work. But at. best, this 
proved—for us—to be unsatisfactory. 
To begin with, it cut down the 
mark-up a good bit. Not as much, of 
course, as it would have if we'd oper- 
ated a full department before our 
sales volume had been built up to jus- 
tify it. For any store starting out, I'd 
recommend farming out the work, but 
with two reservations—keep in mind 
a plan to one day have your own, and 
see that the men who go out repre- 
sent themselves as coming from your 
store. Otherwise, the customers be 
come attached, not to the appliance 
dealer, but to the service technician. 
Beginning this summer that’s ahead, 
Barnett’s will have a full installation 
and service department of its own. 


Q. Don’t you run into trouble in in- 
stalling new electrical circuits? 


A. Depends upon where you are. In 
some towns, it’s traditional to charge 
extra for this. But since the air con- 
ditioning is a useless thing without it 
—the average unit requires a circuit all 
to itself—then the customer is de- 
luded by advertised list prices. In New 
Orleans, competition is keen. Last sum- 
mer, first one, then two or three others, 
began throwing in all installation 
and wiring for the list price. We’re 
going along with that policy, too— 
competition demands it. End 
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YOU CAN BE A SALES LEADER WITH 


Deepfreeze 


THE ADVERTISING 
LEADER! 


Reaching more than 35,000,000 readers this 
is the powerful type of Deepfreeze ad that will se- 
cure live sales leads for you! Appearing in Better 
Homes and Gardens, American Home, McCall's, 
Good Housekeeping, Farm Journal, Country 
Gentleman, Capper’s, Successful Farming and 
Progressive Farmer — every magazine is the type 
that is read for information and education! 





Advertising builds product preference and 
acceptance for you! Deepfreeze Appliances are 
preferred and accepted! 


ae 
CCuanted by ™ 


Deepfree ne freezers are available in 8 models, capacities from 8 10 24 cu. ft. Imperial Model C-146 (13.59 cu. ft.) illustrated above. 


Save money. live better with cine a le : 
a Deepfreeze Home Freezer : Deepfreeze is an advertising as well as a sales 


leader. We believe in the power of advertising and 
sarvay of looeonr fasion, Brory feaaly toes we know it helps you and every Deepfreeze-dealer 
to make more sales quickly and economically! 


survey of freezer families. Every family inter- 
viewed said, “We couldn't get along without 
the freezer, we have what we want when we 
want it! 


De you own a home freezer? If you don’t, here 
is what you are missing. 


With a Deepfreeze freezer you can have a 
greater variety of quality food at your finger- 
tips—ready to serve any time, at lower cost. 


You can shop less often—only in nice weather. 


You're always prepared for unexpected guests, 
or any occasion that calls for food. 


You can enjoy this summer's strawberries and 
corn on the cob next January—or any type of 
food any season of the year. 


Because you can buy in quantity, cook in quan- 
tity, you can make worthwhile savings in time, 
work, food and money. 


There is no reason why you should be missing 
the pleasure, convenience and economy a gen- 
uine Deepfreeze home freezer can give you. 


With a Deepfreeze Home Freezer... 


TF. You shop less often— 
only in nice weather. 
2, You cook and boke 
eheod for many meals. 
3. Yeu con y in quentity ot 
money saving prices 


Bens 


&, You're always prepared 
for unexpected guests. 
5, You cut meal preperation 
time and effort. 
6. You do away with leftovers 
++. @veid oll waste of food. 


7. You heve vorieties 
of foed on hand always. 
B, You enjey all foods any 


@, You always heve larger quan- 
tities of food on hand. 


APPLIANCES 


Deepfreeze 


imperial Modal CU-126 (22 ou. ,) ieatrewd above. 
Available also ia model CU-i196 (18.6 ex. .) 


Deeptreere Home Appliances, Dept. 

North Chicage, Iilinols 

Gentlemen: 

Please send “Invitation to Better Living,” the illustrated 
64-page book that tells me how to select and prepare 


foods for freezing. 1 have enclosed 10¢ in coin for 
handling and mailing. 


Name 


e a . 
You know, and we know, that buyers don’t 
live or work in a mental vacuum. Day in, and 
day out, they are constantly making up their minds 
on what and whose product to buy! 


Advertising is the one best way to keep your 
products in prospective buyers’ minds! 
es @« @ 


Shown to the left is the type of full page ad which 
will back your sales effoyts during the summer when 
many other manufacturers curtail, or stop, their 
national advertising efforts. 

2 a e 


Deepfreeze has the most com- 
plete line of local advertising 
helps to help you sell, including 
all types of display and sales 
promotion materials....PLUS a 


(ni 


AL ——_ tions of the Mutual network, the 


national radio program on 530 sta- 





a] 


DEEPFREEZE 
REFRIGERATORS 





DEEPFREEZE HOME FREEZERS 
CHEST AND UPRIGHT MODELS 


DEEPFREEZE ROOM 
AIR CONDITIONERS 


DEEPFREEZE 
ELECTRIC RANGES 


Deepfreeze 


HOME APPLIANCES 


© Deepfreeze Home Appliances, North Chicago, Illinois 


DEEPFREEZE ELECTRIC 


WATER HEATERS world’s largest! 


Deepfreeze Home Appliances Dept. EM-754 


North Chicago, Illinois 


I want to be a sales leader and advertising leader with Deepfreeze 
Home Appliances. Rush me details about a Deepfreeze appliance 
dealership at once! 

Makers of genuine Deepfreeze Home Freezers, Refrigerators, Room 


Air Conditioners, Electric Ranges and Water Heaters 


the tradename that built an imdustiy 


Name. 


Street. 


MAIL THIS TODAY! 


City and State 
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*PATENTS PENDING 


+ 


=> 


Match any interior 
decorating scheme— 
gorgeous, fashion- 
favored colors, 
plus spectacular 
leopard skin, 
leather and 
wood-grain patterns! 


SBeke wen rrswon Pa fele/ 


Not an inch of excess “waistline,” 
not an ounce of excess weight. Challenger 
cabinet measurements practically 
identical with tube size—slim, trim lines 
that revolutionize TV styling! 


el 
—_ 
— 


a 


— 


Compact, light weight (only 47 Ibs.) 
—easily carried to and 


——— ei porch, kitchen, 
rp wr. bedroom, 


\ 


rumpus room, 


<1 | /summer home, 
, Or. on trips. 


| Ka 


NEXT MONTH! ANOTHER RAYTHEON SURPRI 
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... fully and deeply defined, edge-to- 
edge image! No “dead” screen area—it's 
ALL one huge, comfortable-to-watch picture! 


and what a picture! 


-..as different as Raytheon styling! The Challenger 
pulls pictures where other sets falter—pictures so clear, 
so brilliant, they're almost like “3-D"t 


SE! The Amazing TRI-PHONIC—New Aristocrat of TV! 
JULY, 
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NOW, it’s the dealers who are telling US— 


‘*“You’ve got features that bring prospects to our store—and prices that make ’em buy.” 


““We displayed the Challengers in our store for the first time today—and gentlemen, we’ve 
got the world by the tail with a down-hill pull. The public says ‘okay’ and their orders 


prove they mean it. Six retail sales—only one trade-in—and two of 


) those sales to second-set buyers.” 


If you are a TV dealer who wants to get back into business at 


profits that will stay in your pocket—better write, wire or 
phone before your neighbor grabs the opportunity that 
today is YOURS! 


RAPER WS: 


Grant FP T= | 


LOOKS LIKE 24”.. 


; Suggested 
retail, 
just 


Model 2160 



































ewe 
CAYTHEDD 


RAYTHEON —_— COMPANY 
Television and Radio Operations, 5921 W. Dickens Ave., Chicago 39, Ill. 
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Frankly, we’re amazed, too. We had hoped—and believed—that our new Raytheon Challenger 
would do all right in this highly competitive television market. 
But, we had no idea it would arouse the roaring demand that is literally sweeping us off our feet. 


| Be F) 


LOOKS LIKE 21”... 


139" 


Model 1750 


Suggested 
retail, 
just 


















for “Early B 











Jet-propelled profits 








Make your own assortment! 


FREIGHT PREPAID! 


LOWEST-PRICED ARVIN AUTOMATIC 
Sell the luxury-comfort of thermostat controlled 
automatic heat—at a real budget price! Fan- 
forced for fast circulation. Safeguard Switch cuts 
current if upset. Model 5300, $ 95 
1650 watts, maroon finish; 

Model 5310, 1320 watts, green 1 # 
finish; sensationally priced at 












ARVIN AUTOMATIC DELUXE 


Finest and biggest selling heater in the Arvin line. 
Operates at either 1650 watts or 1320 watts with 
a flick of the Dual Heat Switch. Thermostat 


control. Red glow signal light. $33” 


Safeguard Safety Switch. Con- 
venient handle. Model 5630, 
(Similar model, 1650 watts only, Model 5530, $28.50) 


Arvin Fan-Forced 


Cool-R-Hot Fan Arvin Loewy-De- Arvin Low-Pri 
Heaters ...$20.95 signed Heaters... Favorites...$12.50 Standard” = 7 
and $23.95 $16.25 and $18.95 and $14.50 Forced ... $10.50 


Make your own assortment of heaters... 


plus famous Arvin Lectric Cook 


Pioneered by Arvin—the first, the best, the 
biggest-selling waffler-grill combination, with 


cooking area equal to 3 ten-inch skillets! Com- 
4-in-1 appliance! A superb 
Electric Housewares Division 


bines double griddle, steak grill, sandwich toaster 
year-round gift favorite! First 
Arvin INDUSTRIES, INC., COLUMBUS, INDIANA 


and automatic waffler—a real +238” . 
in utility, first in sales appeal! 
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HEATER OFFER 


Order your fall stock of Arvin 
Heaters and Lectric Cooks before 
Sept. 1, freight prepaid anywhere 
in continental U.S.A., and get this 


Arvin All-purpose 
Folding Chair 




















LJ 


Featherweight! Flash-fold! Extra width, 


) slanted rear legs, pitched back for utmost 
> comfort. Perfect for beach, terrace, cards, 


TV! Green canvas seat and back. White 
tubular steel frame. 


ONE CHAIR FREE 


with any assortment of 12 Arvin heaters 
and/or Lectric Cooks. 


TWO CHAIRS FREE 


with any assortment of 24 Arvin heaters 
and/or Lectric Cooks. 


Show ’em and sell ’em! 


Order Arvin Merchantman Display at $25 
with any $175 order and get any $28.50 
(retail price) Arvin heater or Lectric Cook 
FREE! Display is all metal, 42” high, holds 
complete Arvin line! 


JULY, 





EARLY BIRD 





Signed Mortgage 





CONTINUED FROM PAGE 69 





self not only on your margin but on 
the people who will ask for a free home 
trial.” 


Qualifying the Prospect 


Signed mortgages aren’t the only 
steps Ashworth takes to protect him- 
self on free trials. A quick, credit check 
is run before any set is sent out on 
trial. 

When the prospect calls in request- 
ing a home trial, the salesman takes 
the name and address and checks it 
in the city directory. If Ashworth 
thinks the people may be doubtful 
risks, he calls back later and asks for 
more information. “How long have 
vou lived there? Would vou want to 
pay cash or on credit? If you want 
credit, how do you plan to take care 
of it?” 

“It is surprising, but most people 
are very willing to tell us what we want 
to know,” savs Ashworth. “You see, 
there are a lot of people moving here 
from other states because of the in- 
crease of industry in the last vear. We 
don’t think that the people object to 
our taking this precaution. 

“Since we started qualifying pros- 
pects more, we’ve been selling more 
prospects,” Ashworth continues. “It 
means we're not only selling more sets 
on the inquiries we get, but we don’t 
have to do like a lot of other dealers 
and chisel off a nickel or dime here or 
there to close the sale. Our sales are 
made at list—and we get the markup 
we are supposed to—but unlike some 
dealers, it doesn’t mean we'll make 
fewer sales.” 


The Secret—Judge the Value 


“We know what we can allow for 
TV. If they don’t want what we can 
offer, we don’t mind seeing them get a 
‘deal’ up the street from another 
dealer. When we have a call from a 
prospect to take a trade, we first get 
their set and bring it to our shop to 
test it and see what it is worth while 
they're looking at our new set. Then 


(Continued on page 102) 





“EITHER SHE’S SUNBURNED .. . 
CHROMER’S ACTING UP!” 


OR YOUR 
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RAY-O-VAC COMPANY 


Madison 10, Wis. * Ray-O-Vac Canada, Ltd. * Winnipeg, Man. 


The 
M-3000 Merchandiser 


Free 


with just 12 flashlights 
and 48 D size batteries 





the M-3000 Merchandiser 
has all these features: 


e Displays and dispenses 12 Ray-O-Vac 
LEAKPROOF brand flashlight batteries. 


@ Displays two Ray-O-Vac flashlights in a 
new style bead chain holder. 


e@ Special built-in battery tester—tests as 
it dispenses. 


@ Takes only a minimum of wall space— 
actual size 24” Wx 1%” Dx 18’ L. 













M-3000 Merchandiser Assortment 
Consists of: 


Dealer Cost 

Each Total 

6 K22F Flashlights..... $1.23 $7.38 

6 F22R Flashlights..... .79 4.74 

48 No. 2 LP Batteries... .0975 4.68 
M-3000 Dispenser 

PRA errr 

Total Dealer Cost...............$16.80 
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Helping to smc 





Progress is our most important product 


GENERAL @@ ELECTRIC 
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4 business “rough spot” 


New “Rapid Service Plan” 





for small appliance dealers 


ET’s come right out and say it! Small appli- days after receipt at service center! Rarely 
vr ance service has long been considered a takes more than a week. 
business “rough spot”? by many dealers. 

We don’t claim that we now have the perfect No excessive charges! 
solution to your repair problems. But we have 
removed most of the rough spots and come up Second, there’s that problem of the charge. 
with a sound, workable plan. Here’s how it Under G.E.’s new policy, repair charges will 
operates: 


be kept to a minimum. Average cost of repairs 
on a toaster, for example, is only about $3.00! 


G.E.’s new “Rapid Service How you benefit! 


Plan” saves time! 
Both of the announcements above are good 


First of all there’s the time element. Many news for customers, but what do they do for you? 

dealers feel repairs take too long. Well, there’s 

no longer any reason that the time problem ] They build customer good will! Happy 
° should upset you. * customers become steady customers—re- 


General Electric now has more than 100 turn to you for other appliances in the future. 


authorized service outlets throughout the U.S. y) 
Your store is no more than 48 mail hours from 
one of these. 


Dependable service is your best answer 
* to the cut-price, too-busy-to-bother boys. 
Handle service on small appliances quickly and 

But here’s the big news: Most appliances are efficiently and the average customer would 
repaired and on their way back to you within 3 rather deal with you! 


For full information on G.E.’s new “Rapid 
Service Plan” (including complete list of 
service outlets), send in this coupon today. 


Write to me: 

Bob Evans 

Small Appliance Division (Dept. P.S.8) 
General Electric Company, Bridgeport 2, Conn. 


Please send me your free booklet, G.E.’s New ‘‘Rapid 


If you have your own small appliance Service Plan.’’ 


| 

| 

| 

| 

| 

| 

| 

| 

repair department, you are to be con- : 
gratulated. Ordinarily you won’t need | 
| 

| 

| 

| 

| 

| 

| 


our “Rapid Service Plan.”’ However, if RP EE St Se me 
you should ever require extra repair 
help ...in a hurry... please use our iss Bie op de ba a oes 0 « Rhbies bina eek Vines 


facilities for as long as you need them. 


eee eee eee) |) Pee eee ee ee ee 
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“WE’RE STILL GETTING REORDERS OF | Signed Mortgage 


————CONTINUED FROM PAGE 98 


we know what kind of allowance we 
can make and not lose money.” 


Make Trade-In Mistakes 


In the two years that David Lyle’s 
has been trading in ‘I'V sets, they 
found that you can’t be too easy on 
vour allowance. At first, Ashworth ad- 
mits, they made quick estimates. But 
that was a big mistake. Now, they 
carefully go over the customer’s set 
before giving any estimate. 

“We sell about 600 sets a year, and 

. without specializing in TV,” Ashworth 

‘ a continues, “but you can’t afford to 

C | ‘ 2 waste time on TV or white goods. 

. . That 15 minutes we spend checking 

on a prospect when their call comes 
a rs ; Soles Se for a free home demonstration is im 

xO : . yortant. It saves us extra grief if we 

\ \ <a . * Eft to put through papers and have no 
\ Reversible — ; fs : 3 idea if they will be honored. Actually, 


BB PBB BBD DIGI DD DD DDD DD DI 
So many electrical appliance sales- 

men are so busy these days selling 

price they forget to sell product. 















Viking’s Generous 
Co-op Plan 


@ Fact-filled Catalog Sheets 


“Loaded with Features... 
That's my opinion of this new Viking “955”. 
And from the reorders we're still getting, 
I'd say both our dealers and their customers t @ Timely one minute Radio 
agree. Everybody seems to know this year what Announcements 

a terrific job of cooling a large exhaust fan like this does. 


BPP PP PP PPP PPP PPP 

















. we never deliver sets in the evening 
@ Fast-selling 60 second TV e never deliver sets the ¢ 5 


-_ when you compare the cost of Viking Big Fan Sensiettaniiaie when someone calls, so we have time 

Cooling with the cost of other cooling methods, it’s little niin Cie Ceciien % the next day to check the prospects 

wonder the Big Fan sells so fast”. That's what we hear . a ‘an Cooling Story status before the set goes out. But if 
from Paul Patterson, Manager of Monroe Hardware Co., Inc., iterature ; , ; 

a ieee Milena tin D te N Ad we didn’t ask for their signature on 

, 0 ee a the mortgage paper, we would get 

P @ Informative Publicity foe TV 

“Small Inventory ... Big Volume ponte people who just would want free T'\ 


as long as we'd leave the set in the 
home. 





















If you want four words that sum it all up, 
these are the ones. With this one Viking Big 
Fan model, I can sell over 80% of my cooling @ Viking’s Compact 1954 Fan Display 
customers. I get more sales per dollar invested 


@ Eye-catching Window Streamers 


Phone Brings Customers 





in inventory . . . per inventory storage space All supported by Vadnit (Viking Advertising Units ) “We believe that the phone-in pros- 
than on any other fan line. And, they sell fast, Coupons worth $3.00 each (you receive one with pect,” Ashworth adds, “is almost a 
too”. That point of view taken by Floyd Roddy, each Fan) on up to 50% of the cost of the Viking customer. It is the same for cold can- 
of Rex Furniture Company in Houma, La. Advertising you do. vass (when you have time to do it). 


Better Reorder Viking Big Fans Today! The prospect who walks into the store 
is more of a shopper as a rule. You 


really can make more money with the : . 
phone and cold canvass prospect. 

“The fact that we've pulled in our 
horns a little from our former way of 













“Many of Our Customers 


operating is proof that we learned from * 
Order This Timer, Too... our mistakes,” Ashworth concludes. 


“We must be firm, and yet we must 
be honest in selling I'V. ‘These two 
key points are vital in making sales 

















These days many deluxe buyers come in. This is the 
fellow who’s looking for a bargain in cooling but wants 


the added convenience of Viking’s optional automatic 









on “elie ‘ “ae and making a profit. En 
Timer. I always mention it in my sales story. Tell him it dm g a profit d 
lets him sleep while it turns off his fan in from one to twelve 
hours after he turns it on. That sells it!” That approval of the 
Timer from Mrs. Floyd Roddy, of Rex Furniture Co. in Houma, La. 
Att} 7/4 ath i 
\ MS ee ‘eNi 
1 ie, 








- 


£. 2 
/ 
And if you don’t yet carry the Viking “955’’. 


Order this Fast- Seller toda 


from your Viking Distributor 


Other 
Viking Products 
——. Air Conditioning —— a Blower Packages 

Humidifiers 


“FUNNY PART IS THAT | MET HER WHILE 


)§ THE NATIONAL RADIATOR. COMPANY . Viking "955 
aes age | WAS DEMONSTRATING WASHERS.” 


42, OF Window Far ic Fan Arid-Zone” Dehumidifier 
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We built this set for one low-down purpose: 

to bring the customers panting into your store. 
Frankly, we don’t see how it can miss. 

This is everybody’s set. It’s got the big 21-inch 
picture everybody wants. It’s a console— 

the “important piece of furniture’ most people 
prefer. And it’s got the price that nobody 

who loves a bargain can resist—under $200. 
You’ll draw crowds with this set. You’ll sell 
plenty, and at a profit. No less important, 
you'll use it as an opener for trading people up 
to the higher priced (and higher profit) 

Full Fidelity models in CBS-Columbia’s great 
new line. Model 22C05, we call it. Put it 

on your order pad. 


CBS-Columbia — 
A Division of the Columbia Broadcasting System. 


CBS-Columbia 
21-inch Console 
at a Table-Model 
Price $199.95 
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Payday Promotions 





CONTINUED FROM PAGE 74——— 


people when they come to your store,” 
says Galvin. “But you can’t wait for 
people to come to you. We do a lot 
of business with the Fort Knox resi- 
dents because we go after them. The 
Army won't let you openly solicit on 
the base. You can call on a prospect 
if you have an appointment. We call 
up an old customer or someone we 
know who wants, say, an automatic 
laundry unit. When we make our 
call at that home, we ask if she has 
some friend that would be interested 
The principle of open-vision is ideally exemplified by this modern estab- The smart, open-vision design of this Carvel Dari-Freeze Store in Reifton ms something. If she can’t take us 
lishment, the Dinndorf Paint and Wallpaper Store, St. Cloud, Minnesota. Pa., combined with its distinctive trade-mark, has a great deal to do with over to the other prospect, she can 








The attention of the passer-by is caught and drawn right inside. Pittsburgh the attention and recognition these units are receiving wherever they are telephone. Then if an MP asks us 
Products used here include Pittco Store Front Metal, Pittsburgh Polished located. Pittsburgh Products used here are Pittco Store Front Metal and what our business is. we can tell him 
Plate Glass, PC Glass Blocks and a Herculite Tempered Plate Glass Door. Pittsburgh Polished Plate Glass. Architect: James Kust, Yonkers, N. Y. 


Architect: Fred Traynor, St. Cloud who we're looking for. 


Appliances They Like 


Most popular with the Army per- 
sonnel are automatic laundry units, 
television, and air conditioners. 

“With the big turnover at Fort 
Knox,” Galvin says, “we never run 
out of prospects. We use their news- 
paper, Inside the Turret, and the 
Elizabethtown paper. We have to 
use institutional advertising, because 
just when you think you've built up 
a following, you'll find those persons 
have moved on. Aside from the news- 
paper space, we have ads in the classi- 
fied telephone directory on the base 
and use direct mail. 

“We don’t give much credit, as the 
tisk is too great. It isn’t that the peo- 
ple aren’t honest, but with the nu- 
merous transfers that Army personnel 

















“Our modernized showroom has created a tremendous Sse’ Our business has increased 100% since we installed 





amount of interest in the community and increased our our new front and we feel that most of it is due to the have, it is expensive and they don’t 
floor play. ‘Disappearing’ Twindows in Used Car Department aid in excellent first impression it creates. No other investment we know of shows | ? ] ‘ 2 P “ Hi d 
quickly demonstrating used cars and afford opportunity of open air car such amazing results,’ says Andre E. Schneebeli, Prop., Andre’—The } aCcums ate much money. F 
display in summer,” says B. Bock, Pres., Flatbush Pontiac, Inc., Brooklyn, Empire Salon, Baltimore, Md. Pittsburgh Products used include Polished One reason we have such a wide- 
N, Y. Pittsburgh Products used are Polished Plate Glass, Solex Heat Plate Glass, Carrara Structural Glass and a Hercuilte Tempered Plate | open business on the Fort Knox base, 
Resisting Plate Glass, a Herculite Tempered Plate Glass Door and three Glass Door. Architects: Fenton and Lichtig, Baltimore is that manv dealers won’t bother 
Twindow Insulating Units that descend into the basement when desired. P 2” are SENET 
Vita Automatic Windows, Inc., Woodside, L. |. Architect: Nathan R. with them, Niceley adds. We Op- 
Ginsburg, A.1.A. Architect, New York. ened our business on Fort Knox sales. 
When we moved to this larger loca- ’ 
tion, we tried to keep our other store 
— . , open for two months, but we had 
HATEVER the type of retail gate the advantages of a Pitts- of successful store fronts and _ vie p wae We 
- : ‘ “ah trouble getting good men to operate a 
business you are engaged in burgh Store Front. Send for a complete descriptions of Pitts- it. However, at this location we get a 
—whether you're planning a new free copy of our booklet, “How To burgh Products. Use the conven- end . business _ both the = 
. ; . et ae ” ao ee , a and the townspeople.” n 
establishment or remodeling an Give Your Store The Look That ient coupon. There’s no obliga- _— 
old one—it will pay you to investi- Sells.” It includes many examples tion, of course. 





SS 


Baz 


Pittsburgh Plate Glass Company 
Room 4247, 632 Fort Duquesne Bivd., Pittsburgh 22, Pa. 


Without obligation on my part, please send me a FREE copy 


4 
| 

| 

Store Fronts 4 your : oe : 
and Interiors store geal ~ ont booklet, “How To Give Your Store | 
| 

| 

| 
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PAINTS - GLASS + CHEMICALS - BRUSHES - PLASTICS - FIBER GLASS 













PITTSBURGH ee he GLASS COMPANY 









IN CANADA: CANADIAN PITTSBURGH 





INDUSTRIES LIMITED “MY RADIO KNOB STICKS” 
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Then add this MASS MARKET ‘Sales Starter”. . . 
* 





Smallest, Most 





Here’s a brilliant addition to the fast-sell- every homemaker wants. Versatile UPRIGHT 
ing Ben-Hur line of ‘“‘America’s Finest” Look at the features! New handy in- 

Freezers . . . A sales-clincher for all those ner-door shelves for small packages. 

families who need large frozen food storage and fruit juices, new pie rack, dual- & E wi = 4 i ee 


facilities in limited floor space! The beau- purpose utility shelf, more “cold coil- 


: ‘ un 7 
tiful new Ben-Hur 18 cubic foot Model ing” surfaces for faster, more uniform HANDY-4 


U-5418 crowds up to 630 lbs. of frozen temperatures throughout, plus the fa- 


food into a floor space only 36” wide by mous and exclusive “Desert-Dri’” sweat- AN INDUSTRY “EXCLUSIVE” 
30” deep! Gives you superior sales appeal proof construction that means so much 

in new design beauty, new color, trim, and to long-life freezer service and quieter, You'll sell dozens of these 
many great new convenience features that lower cost operation. 





“Handy 4” freezers ... To 


* Ben-Hur Upright “18” and “Handy 4” are two more reasons why dealers —" facaiies whe: went: i, ity 
; : or prove frozen food living. 
are MAKING MORE MONEY with BEN-HUR America’s Finest FREEZERS. 


Fits any kitchen, provides 4.2 cubic feet of ca- 





























Ask your Ben-Hur Distributor about the year’s best dealer franchise opportunity, or write pacity, holds up to 150 Ibs. Proven “MIGHTY 
direct. Remember, you’re INDEPENDENT with Ben-Hur .. . no other unrelated lines. FOUR” Promotion Provides Springboard for 
BEN-HUR MFG. CO., Dept. EM, 634 E. Keefe Ave., Milwaukee 12, Wisconsin Nome: FREEZER SALES, for independent: Re- 









] “peters UP A WEEK'S WASH can put a crick 


in any gal’s back. Experts tell us it takes as 
much energy as lifting a ton of coal ten feet. But 
you can straighten her out in a hurry by selling 
her an automatic dryer with the famous Lovell 
Drying System. It'll save her back—and her time 
too (users tell us up to 10 hours a week). You'll 
make a life-long friend with every sale—and a good 
profit to boot. Use these Lovell features to make 
it easier On you: 
. Thermostatic Control: 
~ (a) Dial provides for ten degrees of dryness. 
(b) Automatic shut-off at desired dryness. 


. Vacuum Drying System preheats air, has highest 


drying rate, costs less to operate, reduces lint 
accumulation. 


. New Extra-large Infrared Element has three times 





more heating area, purifies clothes, dries them 
more gently. 


4. Easy-to-unload Door is extra large, opens all the 





way. Gives full visibility. 


. Air-Cooled Cabinet allows easy access for cleaning. 





. Easy-to-clean Lint Trap. 





. Lint Trap Safety By-pass prevents clogging if user 
fails to empty trap. 





. Outdoor Humidity Vent is easily connected at rear. 





. Handy Clean-out Duct to remove sand, small 
objects. 





The Lovell Drying System is used in leading makes 
of tumble-type dryers, both gas and electric. 
Lovell Mfg. Co., Erie, Pa. Also makers of famous 
Lovell Pressure Cleansing Wringers. 


America’s newest household blessing 


ye! DRYING SYSTEM 


ELECTRIC and GAS 


(Remind every customer that she can get her wash done quickest 
with a wringer-washer and automatic dryer —and that the combina- 
tion costs less than she thinks!) 


















REVCO Table Freezer 


Revco Inc., 

Deerfield, Mich. 

Device: Revco kitchen table freezer, 
PTE -64. 

Selling Features: 6-cu. ft. freezer 
provides base for a work and din- 
ing table; drop leaf table adds 
flexibility to kitchen work space; 
pedal opener, swing door, smooth 
rolling food file drawers. 








REVCO Refrigerator-Freezer 


Revco Inc., 

Deerfield, Mich. 

Device: Revco built-in refrigerator 
and freezer combination. 

Selling Features: Unit consists of 
an 8.3 cu. ft. automatic defrost 
refrigerator in combination with a 
6.3 cu. ft. Revcold freezer; both, 
when mounted vertically have a 
total floor area including cabinet 
of 2x3 ft.; unit is installed flush 
with kitchen wall permitting wall 
decoration scheme to cover entire 
assembly; outside doors finished in 
stainless steel or Buttercup yellow 
which may be repainted to match 
or complement kitchen walls; right 
or left-hand door available. 

Freezer and refrigerator may also 
be mounted side-by-side horizon- 
tally in walls or on opposite sides 
of kitchen. Refrigerator top shelves 
drop down or may be removed, 
center half shelves may be removed, 
providing flexibility; large vege- 


table crisper with 2 clear plastic 
sliding drawers. 

Freezer holds up to 210 Ibs. fro- 
zen food; open style shelf arrange- 
ment allows proper cold circula- 


ELECTRICAL MERCHANDISING—JULY, 


ELECTRICAL APPLIANCE NEWS 


NEW PRODUCTS 


tion; roll-out drawer permits easy 
access and extra ice tray shelf for 6 
trays or fast freezing. All aluminum 
freezing system, polarwrap insula- 
tion; stainless steel fronts at small 
additional cost. 

Price: $649.50 f.0.b. Deerfield both 
units. Separately BRP 84 refriger- 
ator, $329.20 installed. BFP 
freezer, $319.80 installed. 





G-E Portable Dishwasher 
General Electric Co., 
Louisville, Ky. 
Device: G-E automatic, roll-around, 
top-loading, “Mobile Maid” dish- 
washer 
Selling Features: Requires no in- 
stallation; operates on ordinary 


house current; receives and empties 
water supply through special snap- 





on hose connection with adapters 
that fit any kitchen faucet; washes 
complete service for eight at a 
time, including pots, pans, cutlery, 
glassware and silver; no hand rins- 
ing required; machine first power- 
rinses, then pre-rinses before de- 
tergent is automatically added and 
a fresh supply of hot water is added 
for actual washing; then dishes are 
double-rinsed, dried in their own 
radiant heat. Any phase of auto- 
matic cycle can be repeated or 
skipped or interrupted; large con- 
trol dial on face of machine tells 
exact stage of cycle; a 750-watt 
element within machine maintains 
water temperature in wash and 





1954 











ANNA A, NOONE 





rinse operations; specially designed 
interior eliminates sliding or lift- 
ing racks in loading; new design 
racks accomodate varying types and 
shapes of dishes and ‘utensils. 





NORGE Upright Freezer 


Norge Div., Borg-Warner Corp. 
Merchandise Mart Plaza, 
Chicago, 54, Ill. 


Model: Norge upright freezer VHF- 
1200. 

Selling Features: Handidor shelves; au- 
tomatic signal light; safety auto-type 
lock; 12.1 cu. ft. 5-position adjustable 
shelf; roll-out wire basket; open-coil 
design shelves for fast freezing; 303 
in. wide, 28%s in. deep; designed to 
match No. 1180 Customatic refriger- 
ator-freezer. 

Price: $399.95. 





SUBURBAN Built-In 
Range Units 


Samuel Stamping & Enameling Co., 
Chattanooga, Tenn. 


Device: Suburban Handi-Kook built-in 
ovens and surface burner tops. 


Selling Features: Automatic ovens 
may be placed at any desired height, 
built-in or combined with wood or 
metal cabinets; Pyrex door window 
permits full oven visibility; smokeless 
utility broiler allows baking and broil- 
ing at same time; exteriors available in 
stainless steel, white porcelain or col- 
ored porcelain; features include auto- 
matic oven temperature control; auto- 
matic clock; black porcelain enamel 
interior; Fiberglas insulation; oven 





light; top element 3000-watts, bottom, 
2000 watts broiler 1000 watts; ovens 
also available with a utility drawer and 
without broiler. 

Surface burner type available for 
drop-in installation or in complete top 
units. Drop-in units 012, 013 and 
013C have 7-heat switches, 21K 
Monotube elements, come completely 
wired to switch box; available in stain 
less steel, white or colored porcelain; 
2-element units: a giant 2100 watt and 
a regular 1250 watt. 

Cabinet top 4clement units’ arc 
built to fit standard base cobinets; 
equipped with 2 giant and 2 regular 
TK. elements; 7-heat switches and 
reminder light; units available with 
separate switch boxes or with full 
width adjustable switch panel, clus- 
tered or divided tops available in vari 
ous widths from 24 to 36 in. 














ZEROFREEZER 
Refrigerator-Freezer 


Rhode Refrigeraton Co., 
10106 S. E. Stark St., 
Portland, Ore. 
Device: Zero-Freez 2-lemp. refrig- 
erator-freezer WA-20-C 
Selling Features: Combines | 2-cu. 
ft. freezer and 8 cu. ft. refrigerator 
in one upright unit; twin vertical 
doors opening from center; refrig- 
eration coils in each freezer shelf 
plus top and bottom provides even 
cold temperature; Fiberglas insula- 
tion surrounds freezing compart- 
ment; hermetically sealed ‘lecum 
sh ¢ hp. unit uses Freon 
22; positive temperature control; 
molded rubber door gaskets and 
breaker strip; aluminum freezer in- 
terior; chrome plated key-lock han- 
dle with finger grip action; refrigera- 
tor section has large roll-out crisper 
drawer; automatic defrost every 24 
hrs or whenever desired; Dupont 
dulux baked enamel interior; slide- 
out shelves; tall bottle zone holds 
big bottles and tall cans, pitchers, 
etc; interior light; freezer compart- 
ment holds 32 cubes. : 
Outside dimensions, including 
hardware and door, 67} high, 38¢ 
wide and 32% deep. 
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FIRST FROM Admiral 


NEW Printed Circuit TV 
NEW Giant 21" PICTURE 


Ry 
















NEW GIANT 21” fou (@ 


\ 
\ 
S : 


270 SQUARE INCH SCREEN...20% BIGGER THAN ORDINARY 21’ 
...YET 3 INCHES SHORTER IN CABINET DEPTH 


21’ Table TV 21 Consoles 21 Combinations 


; — $ 
159% ~199* 299 


With 14 Gorgeous Step-ups for Profitable Selling 


All with GIANT 21’ Aluminized 
Picture Tube, Optic Filtered 


Don’t forget the Jumbo 27” Console at $399" Aluminized and Optic Filtered 
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MANITOWOC Freezer 


Manitowoc Equipment Wks., 
621 Quay St., 
Manitowoc, Wis. 


Device: Manitowoc 22 cu. ft. upright 
freezer. 

Selling Features: Requires only 30 x 36 
in. floor space; holds 770 Ibs. food; 
Cold-Hold inner doors on each of 5 
compartments protect food packages 
from frost forming outside air; double 
doors snap back for casy access to com- 
partments and stay tightly closed at 
other times; Cold-Wall construction 
with coils on.all 5 freezer walls—frost 
forms only on side walls and during 
defrosting it loosens quickly and drops 
down side walls to bottom shelf where 
it is easily sponged up; radiant con- 
denscr located at back of freezer cuts 
down operation noise; car-type lock; 
hard-gloss enamel exterior; chrome 
plated brass escutcheon; Frost-mint 
color on inner door pulls, breaker strip 
and gasket. 





IN-SINK-ERATOR 
Dishwashers 


In-Sink-Erator Mfg. Co., 
Racine, Wis. 


Models: Automatic In-Sink-Erator 
top opening dishwashers No. 977 
free standing and No. 957 combi- 
nation dishwasher-sink-disposer. 
Selling Features: Dishwasher has 
built-in 1250 watt immersion type 
water heater with 2-gal. Capacity; 
uses 3 gal. water—14 gal. at 180 
degs. for wash and 14 gal. at 180 
degs. for rinse; 30 min. wash cycle 
flexible, can be reduced or turned 
off at any time by turning dial to 
“off” position; specially built, heavy 
duty motor with safety overload 
switch operates impeller and drain 
valve; vacuum breaker to meet 
plumbing codes; “‘service for 6 in- 
cluding pots and pans” safety lid 
lock cannot be opened unless dial 
setting is “dry” or “off”, lid opens 
automatically for dry cycle; 
plumbed-in installation includes 
connection to hot water supply and 
to drain. 
Combination 


unit includes the 
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original In-Sink-Erator disposer, 
porcelain enamel sink with chrome 
plated swing spout; white baked 
enamel cabinet. 








QUICFREZ 


Quicfrez, Inc., 
Fond du Lac, Wis. 


Model: Quicfrez 18 cu. ft. 
freezer, No. QUIS8A. 

Selling Features: Needs only 30 in. 
wall space and holds up to 630 Ibs. 
food; 3 large accessible Handi-Shelves 
in door for juices and small packages; 
dual-purpose, easy-tilting shelf at bot- 
tom holds packages while food is 
placed in or removed from freezer; 
5 fast-freezing shelves are fully cold- 
coiled; complete coiling at top of in- 
ner cabinet provides 38 sq. ft. of 
fast-freezing surface; pie and _ pastry 
rack; cold control adjusted at factory 
to maintain inside temperatures of 
zero degs. and below; 4 h.p. compres- 
sor hermetically sealed; 60 cycle, 115 
volt a.c. White exterior with colored 
crest; new color and styling of interior 


Freezer 


upright 





KELVINATOR Range 


Kelvinator Div., 
American Motor Corp., 
14250 Plymouth Rd., 
Detroit, 32, Mich. 


Model: Deluxe 30 in. 
ER-364 

Selling Features: Chrome _ back- 
guard and panel backing up switch 
knobs; redesigned glass panel on 
backguard; black porcelain oven 
23x164x164 in. holds 10 loaves 
bread at once; top light; built-in 
clock; automatic oven control and 
minute timer; “picto-heat” switches 
full-width storage drawer; deep- 
drawn bowl-type porcelain drip- 
pans; easy-to-read controls markings; 
full-width drawer below oven door. 
$232.50. 


No. 


range 


Price: 
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DEEPFREEZE Refrigerator 


Deepfreeze Appliance Div., 
Motor Products Corp., 
North Chicago, Ill. 


Device: Deepfreeze B-12 “15th Anni- 
versary Special” refrigerator. 

Selling Features: Specially priced 
11.5 cu. ft. model with push-button 
defrost; Emerasheen green interior; 5 
specialized door storage sections; Dis- 
pensador includes an egg shelf, butter 
box with spread control; 2 qt.-size 
Handy Jugs for beverages; removable 
storage bin and bottle shelf. 


Price: $399.95. 


SPEED QUEEN Gas Dryer 


The Speed Queen Corp., 
Ripon, Wis. 
Device: Automatic 
No. DG-14. 
Selling Features: Companion to elec 
tric model introduced earlier; available 
for LP, manufactured, mixed, or nat- 
ural gas; adjustable thermostat selects 
proper drying temperature, with set- 
tings for high, which operates on 210 
degs.; medium, which operates on 
170 degs.; and low which gives a tem- 
perature of 125 degs.; drum automatic- 
ally stops when door is opened, when 
door is closed operation automatically 
resumes; cycle may be interrupted or 
resumed at any point on timing dial; 
a bell rings upon completion of cycle; 
pilot ignition; starts automatically 
with an electric ignition by a glow 
coil energized through a low-voltage 
transformer—as soon as timer control 
knob is turned on pilot ignites auto- 
matically; $ h.p. motor; 1750 rpm; 
built-in over-load protector; built-in 
safety switch automatically shuts off 
burner in case of motor failure; air 
cooled and _ insulated combustion 
chambers; vent located high at rear of 
machine; 8 lbs. dry capacity white 
baked enamel cabinet 39 in. high, 30 
in. wide, 28 in. deep. 


5 


gas clothes drver 










DORMEYER Mixer 


Dormeyer Corp., 
500 W. Huron St., 
Chicago, 10, Ill. 


Model: Dormeyer all chrome Silver 
Chef No. 4300. 

Selling Features: Finger-tip automatic 
beater release; 10 recipe-tested speeds 
with handy speed indicator; Magic 
Mix arm and bowl-size indicator au- 
tomatically mixes from center to edge 
of large or small stainless steel bowl; 
detachable portable head tilts back for 
easy draining, lifts off base for use any- 
where; a grinder for meat and vegeta- 
bles is included; built-in power drive 
makes it possible to attach grinder di- 
rectly without use of adapters; bowl- 
size indicator shows whether beaters 
are set for large or small bow]; 110-120 
volt, governor-controlled motor; 6-ft. 
rubber-covered cord; detachable mix- 
ing head; turntable stand with auto- 
matic bowl-size indicator; rubber-strip 
footing; grinder and pestle; 2 stain- 
steel mixing bowls; 2 nickel 
chrome beaters; recipe book; weighs 


21 Ibs. 


Price: $52.75. 


less 





FRESH’ND-AIRE 
Air Conditioner 


Fresh‘nd-Aire Div. 
Cory Corp. 

221 N. La Salle St., 
Chicago, 1, Ill. 


Device: Fresh’nd-Aire “‘Electro- 
magnetic” push-button automatic 
room air conditioner. 

Selling Features: Flush exterior 
mounting within glass line allows 
window to be closed behind when 
not in use; for areas prohibiting in- 
stallations beyond glass line; sits 
rigidly just inside window so lower 
sash can be closed when unit is 
not in use; when air conditioner is 
on and lower sash opened to 
weather-sealing extrusion, an Air-O- 
Shroud—a U-shaped steel housing 
fitting snugly over back section 
keeps unit operating at normal top 
cooling efficiency and permits large 
volume of outside air to continually 
enter cabinet side vents; “‘Silence- 
Guard” to abolish operation noises. 


| 
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VENTED GAS CIRCULATORS 


Sellingest ciRcULATOR OF THE YEAR! 


Hearth-Flo Vented Circulators are the latest and smartest addition 
to the famous Jackes-Evans line of quality products—with striking 
new beauty in appearance that sells on sight—plus prices that are 
right for profit! 


The Hearth-Flo line is available in four sizes, from 20,000 to 60,000 
BTU’s per hour. They are adaptable for all types of gas—approved 
by the American Gas Association. 


Check these sales advantages 


V Gleaming Hammer-Coat Enamel V Sealed Combustion Chamber 
Finish 
: V Most Efficient Burners and 
V Bonderized Undercoating Controls 


Makers of famous 


7 Vv Exceptionally Sturdy Frame V Highest Quality Materials 
Mech G v All Welded Cabinet V Scientifically Engineered 
Unvented Room Heaters VJ Faster Heating Throughout 

“St. Louis Blue” Stove Pipe 


Jemco Wood Heaters a 
Offer your customers the most in circulator heater value for 1954. 


Enjoy the profits that result from this fast moving line. 


Order from your wholesaler today 


JACKES-EVANS MANUFACTURING COMPANY =: St. Louis 15, Missouri 
Quality Manufacturers Since 1888 
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If you want greater sales 
Chicago appliance store 


ADVERTISERS PREFER 


THE CHART tells the story: You get more sales action in Chicago appliance 








stores when you build your promotion around the Chicago Tribune. 


Last year, appliance store product advertisers placed more than four times 
as much of their promotion funds in the Tribune as they placed in the second 
Chicago newspaper—and far more than they placed in all other Chicago 


newspapers combined. 


Here is a record that makes clear the unequalled ability of the Tribune to 


deliver consumer buying action and dealer selling action in the rich Chicago 


market. 


It is a record based on advertising results which have won for the Tribune 


its reputation as the No. 1 selling force in the Chicago hardlines field. 


You make most efficient use of Tribune selling power when you base your 
advertising on a Tribune consumer-franchise plan prepared for your specific 
selling situation. The information which the Tribune has available for your use 


can help you make your advertising investment here most productive. 


To get the full picture of what a Tribune consumer-franchise plan can do 
for your sales and market position, ask a Tribune representative for market 


facts and case histories. Why not arrange a meeting with him now? 


Chicago GUribune 


THE WORLD*S GREATEST NEWSPAPER 


Chicago New York City Detroit San Francisco Los Angeles 


A. W. Dreier E. P. Struhsacker W. E. Bates Fitzpatrick & Chamberlin Fitzpatrick & Chamberlin 
ERTISING SALES 
ADVERTIS s 1 Tribune Tower 220 E. 42nd St. Penobscot Bidg. 155 Montgomery St. 1127 Wilshire Blvd. 
REPRESENTATIVES superior 7-0100 | MUrray Hill 2-3033 WOodward 2-8422 GArfield 1-7946 Michigan 0259 


MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 


YOU OWN THE STRONGEST CONSUMER FRANCHISE IN CHICAGO... 
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action on both sides of 
counters, use the Tribune- 


T--4101! 





Chicago Tribune 
65.7% 


Chicago Paper B 
14.0% 


Chicago Paper C 
12.9% 


Chicago Paper D 
7.4% 








Percentage of expenditures of general 
advertisers of housing equipment & supplies 





and radio & television sets in each 


Chicago newspaper. Year 1953 








— 









































] MORE 
¢ PROSPECTS! 


Tribune readers—hun- 
dreds of thousands 
more families than are 
reached by any other 
Chicago newspaper— 
comprise Chicagoland’s 
largest audience of ap- 
pliance store prospects 
and customers. 





3 GREATER 
e TRADE IMPACT! 


A schedule of advertis- 
ing in the Tribune gets 
your salesmen a ready 
hearing among Chicago 
dealers because the Tri- 
bune is regarded by 
dealers as the most 
powerful brand promo- 
tion medium you can 
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9 BETTER 
¢ PROSPECTS! 


Because the Tribune 
offers Chicago’s largest 
selection of home mer- 
chandise offers, it is the 
No. 1 source of buying 
information for pros- 
pects when they are 
ready to buy. 


Deel 


4 reasons why advertisers prefer the Tribune! 








4 MORE DEALER 
e SUPPORT! 


Dealers back your line 
more actively when you 
use the Tribune be- 
cause they know that 
Tribune advertising 
brings them more pre- 
sold prospects, greater 
profits and faster turn- 
over. 





















WHEN YOU BUILD IT WITH ADVERTISING IN THE CHICAGO TRIBUNE! 
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“DISPLAYS WORKED wonders in 
helping me sell 53% more RCA Batteries 
this season,’’ says Bernard Schofler. ““By 
constantly reminding the street traffic 
passing my store that I was in the radio 
battery business, I found that I had step- 
ped up the pace of my RCA Battery sales 
a healthy 539%. This growing volume made 
a big difference to me in dollars and cents.”” 


“Here’s how displays increased my 
RCA Radio Battery sales 53% 


= ver YOU 6 ; 
seit AATTERIFS 


Yu: TOO, can put RCA Radio 
Battery merchandising techniques 
to work to increase sales and build 
profits for you. 

Powerful Package Appeal and Hard- 
hitting Promotion Material, coupled 
with the selling power of the RCA 
Monogram means “plus sales’ for 
RCA Battery dealers. National Adver- 
tising helps create RCA demand right 


says=BERNARD SCHOFLER of Town Radio 
501 Sutter Avenue, Brooklyn, N. Y. 





in your own shopping area. Complete 
top-volume line assures you of a bat- 
tery type to fit all leading portables. 


Yes, it pays to push RCA Radio 
Batteries—the batteries sold principally 
through RCA dealers and servicemen. 
Contact your RCA Battery Distributor 
today. He has a plan which will estab- 
lish your store as the radio battery 
headquarters in your neighborhood. 


BE SURE TO ASK FOR COPY OF: “‘THE 1954 RCA BATTERY SALES PLANNER.” 





















® 





RADIO BATTERIES 


JULY, 





RADIO CORPORATION of AMERICA 


HARRISON, HN. J. 
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MIRRO Percolator 


Aluminum Goods Mfg. Co., 
Manitowoc, Wis. 

Device: Comet semi-automatic perco- 
lator. 

Selling Features: Twin element—a 
400-watt percolating element and a 
50-watt warming unit; convenient 
switch may be turned to “stay-hot” 
to keep coffee at drinking temperature 
for hours; 6-cup capacity; protected ter- 
minal pins; heatproof plastic handle 
and feet; polished aluminum; 115 
volts a.c. only. 

Price: $5.59 (slightly higher West) 
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Mc CRAY Refrigerator 


McCray Refrigerator Co., Inc., 
Kendallville, Ind. 


Model: RI-20 dual temperature, twin 
door upright refrigerator. 

Selling Features: Has 19.27 cu. ft. 
net usable space—14.42 cu. ft. normal 
temperature compartment and 4.85 
cu. ft. for freezer storage which in- 
cludes an ice cube compartment; 
upper normal temperature section is 
refrigerated by a gravity type coil with 
adjustable temperature control which 
automatically defrosts and requires no 
drain; adjustable shelves. Low tem- 
perature compartment in bottom is 
protected by 2 drop-down hinged 
doors braced to support weight of wire 
baskets that slide in and out, elim- 
inating stooping, reaching and search- 
ing; removable ice cube makers and 
6 easy-out trays located in upper 
freezer compartment. 








LE JOHN Window Fan 


LeJohn Mfg. Co. Inc., 
Huntington, W. Va. 


Model: Le John 
fan No. W-12. 


Selling Features: 


Wind-O-Stream 


of 


Housing is 
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NEW PRODUCTS 


molded Bakelite polyester resins 
reinforced with translucent Fiber- 
glas that. lets light in through green 
panel; fits any window 27- to 38-in. 
or standard size casement windows; 
reversible fan head exhausts or 
intakes; hinged construction allows 
entire fan to swing into room, no 
need to remove or close window; 


ventura and_ velocity boosters 
straighten out and deliver air 
farther; 2-speed motor delivers 


3300 cfm. air per minute. 











ACME Refrigerator-Range 
Acme-National Refrigerator 

Co., Ine., 

29-24 40th Ave., 

Long Island City, N. Y. 

Device: Acme range-refrigerator com- 
bination, No. R.E. 5-F. 

Selling Features: 5-cu. ft. refrigerator 
has 25 lb. horizontal freezer, an inner 
door shelf and drip tray; hermetically 
sealed compressor; Freon F12 refriger- 
ant. 

2-electric surface burners available 
in 110 and 220 volts. 

Unit is 27-in. wide, 254 in. deep, 
36 in. high; 3-coats baked DuPont 
synthetic enamel with porcelain finish; 
streamlined, chromed hardware; auto- 
matic interior light. 





TEMCO Dryer 
Temco Inc., 
Nashville, Tenn. 
Device: Temco gas clothes dryer No. 
189-3. 
Selling Features: Has all features of 
their deluxe model with the excep- 
tion of automatic ignition and ultra- 
violet lamp assembly; features Mist- 
away blower which forces more fresh 
air through clothes than ordinary 
blower fans; holds up to 18 Ibs. wet 
wash; knee-high push button permits 
easy opening of door; one control, 
the Temco sun dial, permits 120 min. 
operation. 
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WINDMAKER Fans 


Phil Rich Fan Mfg. Co., Inc., 
2900 Caroline, 
Houston, 4, Texas 


Models: Windmaker circulator and 
pedestal fans in 10-12-13-16-18 and 
20-in. sizes. 

Selling Features: A new safety guard 
of plated steel wire spaced less than 
4 in. apart is featured on the improved 
1954 Windmaker line; Universal mo- 
tor has no brushes to wear out; blades 
are wide, overlapping, deep-pitched; 
quiet, light, deep, dynamically bal- 
anced aluminum blades push air with 
minimum noise; motor h.p. ranges 
from 1/70 for the 10-in. size to 1/12 
h.p. for the 20-in. size; versatile—can 
be used on floor, table, window sill, 
wall or ceiling. 





BLACK ANGUS 
Rotisserie-Broiler 


Marlum Mfg. Co., Inc., 
60-06 37th Ave., 
Woodside, 77, L. I. N. Y. 


Model: Black Angus king-size rotis- 
serie-broiler. 

Selling Features: Has cooking area 
that will take a 20 Ib. roast or a 15 Ib. 
fowl; outside dimensions 24x15x14 in. 
overall; inside: 16x14x9 in.; new glass 
splatter door opens out, rests on 
hinges to act as serving tray; remov- 
able inside racks; streamlined design 
encases motor in frame; open-rest top 
cover with 4 brackets glides back to 
give complete support with minimum 
loss of top space; automatic timer out- 
let can be used independently on other 
appliances—bell rings as a reminder. 
Features include Magic Touch push- 
button control, automatic timer, pilot 
light, 3-way heat control even heat 
distribution, removable aluminum 
grill plate. 

Price: $79.95. 









BROIL-QUIK Broiler-Rotisserie 


Peerless Electric Inc., 
615 W. 131 St., 
New York, N. Y. 
Device: Broil-Quik 
broiler-rotisserie. 
Selling Features: New mode] now in- 
cludes a “Bake-O-Matic” tray for bak- 
ing pies to popovers; a “Pop-O-Matic” 
corn popper and 2 “Fry-Squares” 
for grill, will fry an egg to fit average 
size bread slice. 

Price: Complete, $79.95. 


“Super Chef” 





DUO-THERM Water Heater 


Duo-Therm Div., 

Motor Wheel Corp. 

Lansing, Mich. 

Device: Duo-Therm automatic wa- 
ter heater, E-12. 

Selling Features: | 2-gal. unit weighs 
61 lbs.; suitable for mobile homes, 
cottages, service stations, dairy 
barns, workshops or apartments. 
Fiberglas insulation; band-type heat- 
ing 20% in. high; galvanized tank; 
band-type heating element con- 


trolled by adjustable dial; 115-volts. 





SILEX Freeze-O-Tray 
The Silex Co., 

Hartford, 2, Conn. 
Model: “Freeze-O-Tray 
freezer. 

Selling Features: “Magic motion” agi- 
tator with twin blades automatically 
stirs ice cream as it freezes, leaving no 
grainy ice flakes; shuts off automatic- 
ally when ice cream is soft frozen. 
Stainless steel with aluminum motor 
housing; 110-volt, 60 cycle a.c. motor, 
fits any modern refrigerator; overall 
size 24x44x124 in. 

Price: $18.95. 


ice cream 
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Snvir-sreep LIQUIDIZER 





THE FOOD MACHINE THAT DOES MORE... BETTER... FASTER! 
¢ Beats... whips... stirs... blends ... chops... mixes... grinds... 
pulverizes . . . liquidizes . . . and even shaves ice! 
¢ Only “3M~ Liquidizer has multi-speed switch . . . a marked speed for 
every job. 








* Only ~%M-~ Liquidizer has two-piece, no-splash top for easy pouring 
. instant cleaning. 


* Only ~%M~ Liquidizer has hexagon shaped bow! . . . ingredients auto- 
matically tossed back into whirling blades for thorough mixing. 





San Francisco, Calif....108 sold in 1 day! 











Wc ramuy size CHEFSTER 









BUFFET-CHAFING DISH PLUS ALL ATTACHMENTS 

INCLUDING FRY BASKET 

Cooks an entire meal automatically . . . bakes... stews . . . steams 
.. blanches . . . deepfries . . . keeps food hot. 

Customers acclaim the round, removable thermopan . . . no cor- 

ners, wipes clean in seconds. 


Customers like its smart good looks . . . gleaming aluminum plus 
such features as cool plastic handles and feet. 


Customers applaud the ~M-~ 70-page, 299 recipe book given 
free with every Chefster. 


790 unsolicited inquires from 1 national ad. 


| APPLIANCES AMONG ee GIFT AWARDS STARRED ON NBC-TV 


TUNE IN FOR T 





and 


and 
























for time and station. 











WELCOME 
TRAVELER 


Starring Starring 
Tommy Bartlett 


Consult your local paper 
for time and station. 





STARLIGHT 
THEATRE 


“KEM. Appliances 


Consult your local paper 
for time and station. 








| PINKY LEE 
° PLUS SPOT ie 
: Pinky Lee 
CAM PA'GR Consult your local paper 





KNAPP 


BETTER PRODUCTS 





FOR BETTER LIVING 


(ey MONARCH 


Pee OR CR BS 


16, MISSOURI 











R TURN-OVER ON &)BEST SELLERS! 








FIN RADIATION 
ROOM HEATER 


WITH MORE EXCLUSIVE SALES-CLINCHER FEATURES! 
FULLY AUTOMATIC! 35 TIMES MORE HEATING SURFACE! 


A real deal! Measuring cup, recipe book with each ~#M~ Corn 


! 
Exclusive new thermostat holds room temperature accurately. Popper! 


Important! Recessed reservoir keeps corn from burning . . . the secret of per- 


! 
Thermostat not affected by heat of heater itself . . . operates with same fect popcorn! ; 
accuracy as expensive precision-built wall thermostat. , Fastest popper known! Exclusive “HeM_ imbedded heating ele- 
Heats an entire room (12 x 15x 8 ft.) automatically .. . economically. ment concentrates heat in recessed reservoir for quick popping. 


ear , . , ‘ 
Light weight, portable. Customers like its compact size. Plugs into any sechaiaal mere" salaneen with poo-theougn pass tap, 
110 volt circuit. 7 


Houston, Texas ... 123 sold from 1 ad. St. Louis, Mo... . 700 moved in 1 promotion. 


116,280,950 IMPRESSIONS IN... 


eH 


TP ia 


Pa ‘Li << = 4 


NATIONAL HOUSEWARE MANUFACTURERS ASSOCIATION 
AUDITORIUM—BOOTHS No. 424-26-28-30, JULY 12-16 











Motor Repairman 


Guards Against Burnouts 
with KLIXON Protectors 


CHATTANOOGA, TENN.: Mr. Vernon McAllister, 
owner of the Chattanooga Armature Works, oldest motor 
repair shop in the South, always uses Klixon Protectors on 
the motors they rewind. 


“We like the added 
Overheat Protectors give our rewound motors. We feel 


insurance that Klixon Inherent 


that Klixon Protectors give the best protection against 
motor burnouts.” 


Klixon Protectors Reduce 
Service Calls and Repairs by 
Preventing Motor Burnouts 


The KLIXON Protector, illustrated, is 
built into the motor by the motor manufac- 
turer. In such equipment as refrigerators, 
oil burners, washing machines, etc., they 
keep motors working by preventing burn- 
outs. If you would like increased customer- 
preference, reduced service calls and mini- 
mized repairs and replacements, it will 
pay you well to ask for equipment with 
KLIXON Protectors. 






Automatic 
Reset 


SPENCER THERMOSTAT 
Division of Metals & Controls Corporation 
2507 FOREST STREET, ATTLEBORO, MASS. 


















DORMEYER Coffeemaker 


Dormeyer Corp., 

500 W. Huron St., 

Chicago, 10, Ill. 

Model: Dormeyer “Coffee-Well” cof- 
feemaker. 

Selling Features: “Warm and Brew” 
Perfect-Perk selector makes it possi- 
ble to make mild, medium and/or 
strong coffee automatically at one 
brewing; also warms without re-brew 
ing; automatic heat control brews cof- 
fee to exact strength every time; no- 
drip spout; super-fast pump starts cof- 
fee brewing almost instantly after it 
is plugged in; makes 4 to 10 cups; uses 
400-watts for brewing, 55-watts for 
serving temperature; a.c. only. 

Price: $21.50. 





e 


TAYLOR Portable Washer 
Taylor Products Corp., 
Warren, O. 
Device: Taylor semi-automatic port- 
able washer. 
Selling Features: Automatic timer— 
shuts off when washing time is over; 
rollaway portability; double tub princi- 
ple; heat-mixer design tub keep water 
hot; 6 Ib. tub capacity; Turbo-Wash 
action swirls suds through clothes; 
horizontal, folding wringer with 10-in. 
rubber rolls; automatic pump empty- 
ing; wringer tray lid catches clothes 
as they come through wringer; rubber 
mounted 2 h.p. motor. 
Price: “Under $90.” 








PARTY-Q Barbecuer 


Brevel Products Corp., 
214 Sullivan St., 
New York, N. Y. 


Device: Party-Q electrically-rotated 





JULY, 


barbecuer to fit any outdoor grill 
or fireplace. 

Selling Features: Basic unit has ad- 
justable spit, 3 slide-on meat forks 
and holds 2 fowl or roasts; 2 ac- 
cessories—the Basket Grill that slips 
on spit to barbecue steak, fish, 
hamburger, franks, etc.; and the 
4-some for skewer cooking of shish- 
kebab, meats, sea food, fruit or 
vegetables. 

Prices: Barbecuer unit $24.95; Bas- 
ket Gnill, $2.95; 4-Some, $14.95. 








PERFECTION Range 


Perfection Stove Co., 

7609 Platt Ave., 

Cleveland, 4, Ohio 

Device: Perfection 40-in. range L-41 3. 
Selling Features: Griddle built in mid- 
dle has 1500-watt Calrod-type unit 
with infinite control switch; 7-heat 
speeds; capacities from 250 to 2100- 
watts utensil-hugging _ self-cleaning, 
flat coils, warmer drawer with 1000- 
watt thermostatically controlled unit; 
all-white oven has interior light with 
automatic and manual switches ‘Tele- 
Vue window; timer-clock provides 
fully automatic oven cooking and also 
controls outlet for roaster, grill or 
percolator; white acid resistant titan- 
ium porcelain enamel with chrome 
trip; “Light Director” lamp. 





PREWAY Heaters 


Preway, Inc., 

Wisconsin Rapids, Wis. 

Device: Preway line of oil- fired circu 
lating heaters. 

Selling Features: New baked-on ma- 
hogany enamel finish on all models. 
2 Starline models feature new cabi- 
net design with radiant open-up front 
designed to provide quick radiant blast 
of heat to take chill off room; Starline 
models available in 75,800 and 55,- 
500 btu capacities. 

Prices: Starline models $129.95 and 
$139.95. Thriftline models, 35,000 


btus, $64.95, 55,000 btus $84.95 and 
75,000 btus $99.95. 
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POTWATCHER | TEMP TI TIME 


—it turns off top burner —it turns off oven 


AUTOMATICALLY! AUTOMATICALLY! 








> [t's an 


_ 








controlled \"* 
4-hout 
timer 


bles esate materiel Robertshaw Pultow 


odvertisings ats, consumer book” CONTROLS COMPANY 
manufacturer 


ad ma 
spaper ‘actu 
new sk ur range an lige) £3 





els, Z 
MR. CONTROLS = —R —  ENEN RLSS EELLEINII UN MINISION, Youngwood, Pennsylvania 





ANNOUNCING THE GREATEST SELL-UP 








Here’s a line that’s compact and streamlined for profit— 
with the greatest range of “sell-up” ever offered by RCA Victor! 
A line of high-style models to give your customers 
top value...and peak performance...at every price level! 


Never before so much good news for you in a 
new RCA Victor Television line! Never before 
such values! Here are 22 of them—in a variety 
of styles, types and finishes to satisfy every 
taste and every TV desire! 


A. 17-inch Trent, 175450. Ebony finish. Also 
in maroon, 17S451. Base on wheels, extra. 

B. 21-inch “‘Medalist 21,’’ 218501. Ebony 
finish: base, extra. 

C. 21-inch Lambert, 21S502. Maroon finish. 
D. 21-inch Arlen, 215503. Ebony finish. Also 
in maroon, tawny gold finish. Base, extra. 

E. 21-inch Rupert, 218506. Grained mahog- 
any finish. Base, extra. 

F. 21-inch Consolette, 21S517. Complete 
with legs. Grained limed oak finish 

G. 21-inch Trafton, 215518. Grained finishes 
of mahogany or limed oak. 

H. 21-inch Radnor, 218519. Grained mahog- 
any finish. 

1. 21-inch Benson, 215522. Blond tropical 
hardwood, natura! walnut trim. 
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J. 21-inch Gaynor, 21S548. 3-way combina- 
tion—TV, AM-radio and phonograph. 
Mahogany finish or blond tropical hardwood. 

K. 21-inch Wister, 215525. Swivel-base. 
Grained finishes of limed oak, charcoal oak, 
or natural walnut. 

L. 21-inch Felton, 21S521. Grained mahog- 
any finish. 

M. 21-inch Carrol, 218526. Swivel-base. 3 
speakers. Grained finishes of mahogany or 
limed oak. 

N. 21-inch Pickford, 215523. Mahogany 
finish or blond tropical hardwood. 2 speakers. 
O. 21-inch Bromley, 215537. Mahogany 
finish or blond tropical hardwood (blond varies 
slightly in style). 2 speakers. 

P. 21-inch Ashland Deluxe, 21D527. Ma- 
hogany finish or blond tropical hardwood. 2 
speakers. 

Q. 24-inch Brentwood, 245529. Grained 
finishes of mahogany or limed oak. 

R. 24-inch Bartram, 245531. Mahogany finish 
or blond tropical hardwood. 
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S. 24-inch Martel, 248532. Natural birch. 

T. 24-inch Chesterton Deluxe, 24D542. Ma- 
hogany finish. 2 speakers. 

U. 24-inch Freemont Deluxe, 24D543. Nat- 
ural walnut or blond tropical hardwood. 2 
speakers. 

V. 24-inch Prentiss Deluxe, 24D544. Mahog- 
any or natural walnut. 2 speakers. 


COLOR TV, TOO! 


RCA Victor—first in black-and-white tele- 
vision, first in compatible color television— 
brings you color TV at its brightest and best! 
The RCA Victor CT-100 Compatible Color 
Television set (not shown) also receives superb 
black-and-white pictures. 


RCA Factory Service. In almost every TV area the 
facilities of the RCA Service Company are avail- 
able to provide expert installation and mainte- 
nance of RCA Victor Television sets. And with 
color TV, the RCA Service Company is more 
important to you than ever. 
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LINE IN RCA VICTOR TV HISTORY! 





NEW FEATURES YOU CAN DEMONSTRATE— 


New “‘Easy-See” Tuning Dial! 


New “All-Clear” Picture! 


New “Magic Monitor” Chassis! 
New “Golden Throat” Fidelity Sound! 


RCA VICTOR 


RADIO CORPORATION OF AMERICA 





—— 
“HIS MASTER'S VOICE” 


FIRST IN BLACK-AND-WHITE TELEVISION . .. FIRST IN COMPATIBLE COLOR TELEVISION 
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OUTVALUES ANY OTHER 
WATER SYSTEM IN ITS PRICE CLASS 


SAME EJECTOR FOR 
SHALLOW and DEEP WELLS 
Converts in mere minutes! Cus- 
tomer benefits—you stock fewer 
parts. “4 H.P. pump delivers top ca- 
pacity—up to 615 G.P.H. as shallow 
well, 630 G.P.H. as deep well. 
(2 H.P. pump comparably higher.) 


MORE PERFORMANCE- 
PROVED SELLING FEATURES 


Sta-Rite lets you keep your profit . . . 
protects against service call-backs ! 
No skimping or stripping of quality. 
The only convertible with both glass- 
lined jet and stainless steel shaft 
to prevent rust and corrosion. 





POWERFUL 
HEAVY DUTY MOTOR 
No weak, split-phase motor here! 
Powerful 4% and % H.P. Capacitor 
motors, especially designed for 
Sta-Rite pumps. A guarantee of de- 
pendable, trouble-free performance. 








COMPLETE FACTORY ASSEMBLY! 
NO EXTRAS TO BUY! 
Selling’s easier! Profit’s greater! 
A complete “package” water system. 
Price includes combination jet p/us 
foot valve and bigger tank—all neces- 
sary parts. No accessories needed ! 


Don’t miss a sale! Budget- 
priced “'Cosmopolitan’”’ avail- 
able with vertical tanks, 
too. Write, wire or phone 
Sor more information today! 


STA-RITE PRODUCTS, INC. © 238 S. 8th Street © Delavan, Wisconsin 


LOS ANGELES 


STA-RITE PRODUCTS, INC. 
246 §S. 8th Street, Delavan, Wis. 


Tell me more about the new Sta-Rite 
quality, budget-priced convertible water system. 


Die trees ceccudboceenaseeedadeéee 


RANTS cle ccccccocesecccesecctercceewce lOc ccccecccccees ° 


Address..... 


CHAMBLEE, GA. 


SEATTLE 


“Cosmopolitan” — the better 


System 
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COLD-TEMP Freezers 
Simplex Mfg. Co., 
Oakland, Calif. 
Models: +4 Cold-Temp 
freezers 17, 22, 28 and 40. 
Selling Features: Model 17 has 164 
cu. ft. capacity and holds 570 Ibs. 
food; + h.p.; No. 22, has 22 cu. 
ft. capacity and holds 770 Ibs:; 4 
h.p. No. 28 has 28 cu. ft. capacity 
and holds 980 Ibs. food; 4 h.p.; 
No. 40 has 40 cu. ft. capacity and 
holds 1400 Ibs. food, 4 h.p. All 
models have 4 shelves including 
bottom with 5 freeze plates at top 
and bottom and 3 shelves; alumi- 
num inner doors have positive clos- 


upright 


ing; Freon 22 refrigerant; aluminum 
cabinet interiors; white baked 
enamel exteriors; chromeplated 


hardware; interior light; adjustable 
temperature control. 


HHI 
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QUAKER Oil Heaters 
Quaker Mfg. Co., 
1147 Merchandise Mart, 
Chicago, 54, Ill. 
Models: Quaker “Supreme” 4210T 
Super Challenger and Little Giant 
4308, oil heaters. 


Selling Features: Supreme has com- 
pletely automatic operation; Quak- 
ertrol automatic Air-Feed, 4-way 
furnace-type heat extractor, auto- 
matic wall thermostat, built-in 
automatic forced air fan; stainless 
steel smokeless vaporizing burner; 
instant heat side doors; 2 gal. super 
porcelain humidifier; Ev-R-Clear 
flame door; low chimney vent, mod- 
ern design; 70,000 btu hourly out- 
put; mahogany or silver-beige. 
Super Challenger series available 
in 3 capacities: 40,000, 50,000 and 
65,000 btus in 2-tone mahogany or 
silver-beige finish; all-welded vapor- 
izing burner; instant heat side 
doors; Ev-R-Clear flame door; low 
chimney vent; built-in Heat Saver 
baffle; handy front lighting door; 
waist high finger tip control; porce- 
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lained humidifier; optional: auto- 
matic forced air fan and “air-Feed.” 

Little Giant has Smokeless 
burner; built-in heat saver baffle; 
l-piece construction low chimney 
outlet; front lighting door; waist- 
high finger-tip control Ev-R-Clear 
flame door; 35,000 btus. Auto- 
matic Air-Feed optional 





COLEMAN Oil Heaters 
Coleman Co., 
Wichita, Kansas 
Models: 2 new models in “master 
circulator” line No. 880 and 870C. 
Selling Features: No. 880 is a 53,- 
000 btu output heater; No. 870C, a 
50,000 btu output unit; both 
models have Coleman’s fuel air con- 
trol which automatically adjusts 
draft for eficient combustion; power 
blowers; automatic controls op- 
tional; both models have 5-gal. fuel 
tanks, mahogany baked enamel fin- 
ish; hinged front lighter doors. No. 
880 features a face panel equipped 
with dozens of directional louvers 
which furnish a 4-way stream of 
radiant heat. 
Prices: No. 880, $79.95. No. 870C, 
$69.95. 





DRYERETTE JR 


Hoyt Mfg. Corp., 

Westport, Mass. 

Device: Large size clothes dryer for 
motels, tourist courts, etc. 

Selling Features: 16 lb. capacity; 
preheater warms incoming air 
for faster drying; wire mesh bas- 
ket; an 8 Ib. dry load drys in ap- 
proximately 12-min. or less; time 
clock system automatically turns on 
gas, drive motor and signal light and 
turns them off when drying is com- 
pleted; automatic temperature con- 
trol adjusts gas flow as required 
to maintain uniform temperature; 
safety door switch automatically 
shuts off entire machine if door is 
opened. 
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CLOCK-RADIO CONTEST 


First Prize a $1,000 U.S. Savings Bond 
Second Prize a $500 U.S. Savings Bond 


Pf 





CLOCK-TIMER 


$9,000.00 | 





FOR RETAIL SALES PEOPLE 


WIN AS MUCH AS A *1,000 U.S. SAVINGS BOND 


Here is a contest ANY retail clock-radio salesperson can win. 


And only retail salespeople who sell clock-radios are eligible 


to enter. 


As you know, clock-radios are the musical maids of the Ameri- 
can home. They wake you to music, turn on electrical appli- 
ances (such as a coffee percolator), switch them off, tell you 
the time, entertain you. You can think of dozens of practical 










uses, easily. 


HERE ARE THE SIMPLE RULES: 


1. List as many practical ways you can think 
of that a clock-radio with a maximum fea- 
ture Telechron clock-timer can be used. 


2. Finish this statement in 25 words or less, 
“The Telechron trademark on the dial (or 
the Telechron Seal of Accuracy) helps me 
sell more clock-radios because ———————.”’ 
3. Use the coupon in this ad as an entry 
blank—or any plain piece of paper. 


4. Send your entry to Telechron Clock- Timer 
Contest, P.O. Box 648, New York 46, New 
York. Entries must be postmarked no later 
than July 31, 1954, and received not later 
than August 15, 1954. 


5. Contest is open to all retail salespeople 
who sell clock-radios equipped with Telechron 
clock-timers. Entries must be the original 


work of the contestant and submitted in his 
or her own name. There is no limit to the 
number of contestants per store. 


6. Entries will be judged on the number and 
the practicability of the ways listed that a 
clock-radio equipped with a Telechron clock- 
timer can be used and on the sincerity and 
aptness of the 25-word statement. All entries 
will be judged by the impartial staff of The 
Reuben H. Donnelley Corp. The sponsors of 
the contest reserve the right to investigate 
to determine whether the contestant was ac- 
tually employed in the store during the con- 
test period. Decision of the judges is final. 
Duplicate prizes in the event of ties. 


7. All entries and ideas expressed therein be 
come the property of Telechron Department. 
General Electric Company, to use as it sees 
fit. No entries will be returned. Winners no- 
tified in person or by mail. Contest subject 
to all Federal, State and local regulations. 


(NOTE TO BUYER—please post notice of this contest on your bulletin beard for salespeople) 
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Third Prize a $250 U.S. Savings Bond 


4] other prizes, your choice of clock-radios with Telechron clock-timers 


HERE’S ALL YOU DO: (1) send us your list of all the practi- 
cal uses of a clock-radio that you can think of—and (2) finish 
this sentence in 25 words or less, “The Telechron trademark 
on the dial (or the Telechron Seal of Accuracy) helps me sell 


more clock-radios because 


Use the coupon in this ad as an entry blank, or use a plain piece 
of paper. If you prefer, ask your distributor for entry blanks— 
he has them, or can get them for you. 


TELECHRON CLOCK-TIMER CONTEST, E-7 

















ue 
* cy 
P. O. Box 643, New York 46, New York e 
© 
e Please enter me in the $5,000.00 CLOCK-RADIO CONTEST. At- a 
tached is my list of practical uses for a clock-radio, plus my 25-word 
bd statement completing the sentence, “The Telechron trademark on bad 
& the dial helps me sell more clock-radios because i “w 
© 
e Name —— . 
* © 
e Business ee 2s dite EES iT * 
we Street ‘a sipcaasiba sotiuiesaliiiatieka & 
e . : . 
City el il Zone _____ State ews 
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2 EXTRA-PROFIT OFFERS 


-MAKE YOUR OWN PROFIT PACKAGE SELECTION ON 
AMERICA'S FASTEST SELLING TOASTERS ! 


a | 


« Orders must be for immediate delivery. 


« Special offers expire August 31, and may be withdrawn 
earlier at our option. 


- Not more than a total of 6 special offers to any one retail 
outlet 


. We reserve the right to refuse orders not taken in accord- 
ance with the terms of these special offers. 


. Merchandising Kit will be shipped direct to retailer by 
McGraw Electric Company. Distributor will deliver all 
of the merchandise on both special offers. 


ORDER FROM YOUR “TOASTMASTER” DISTRIBUTOR TODAY! 
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IAL QGFFERS 
ONLY UNTIL 


NUECES Re ce 


MERCHANDISING KIT FREE 
with your order for either 
Extra-Profit Offer! 


@ NEW “Toast 'n Jam” Display Card 
@ NEW Two-Toaster Display 

@ NEW Consumer Leaflets 

@ NEW Cut 'n Mat Sheet 


Y 4 toase 
any 1 “To. ce (1B16 or 1B} pag 
regular ¢ w Jam” See rn 

Ost. A total of 6 Pi al your 
1€ces. 


POWERFUL ADVERTISING 
TO PUSH YOUR SALES! 
/ Mehran: Hlectri¢ 
ad a week lor 92 weeks 
nS 4! 

McGraw Electric ads will continue to pull 
for you week after week, throughout 1954. 
“Toastmaster,"’ Manning-Bowman, Tropic- 
Aire and Everhot products are being pre-sold 
as never before. ‘Toast 'n Jam’ Sets will be 
featured in full color. The Post and other 
magazines will deliver a total of over 400 
million advertising messages. 
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2 NEW SALES PRODUCERS 


- de ving! 
ae ml pate 
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Feit s.*? HO 
Only ~ fami? offers you the advantages of two automatic toasters! 


Bs €é , NOW YOU CAN ASK... 
“Which ‘Toastmaster’ Toaster 
do you prefer?” 


Here is the only first-line brand on which you can 
offer that always desirable merchandising feature . . . 
selection. With two ‘“Toastmaster’’ Toasters you can 
now trade up to a higher ticket, without getting in- 
THE SUPER DE LUXE—$27.50 volved in confidence-destroying brand-switching. Be- 


© Only the “Toastmaster” Toaster has positive POWER- cause ‘“Toastmaster’’ now covers both ends of the 
ACTION, a powerful electric motor that instantly THE DELUXE — $ 23.00 


lowers bread and starts toasting. accepted-quality price range. Promote both ‘“Toast- © Exclusive Flexible Timer insures perfect toast 
© Toast Control dial adjusts to exact shade of toast master’’* Toasters, and you'll sell both in ever-in- every time—toasts fast when cold, faster when 


wanted. : hot. 
! 
e Exclusive Flexible Timer insures perfect toast every creasing volume! © Toast-taste selector can be set for light, dark, or 
time—toasts fast when cold, faster when hot. oop ” and “T ee eee —— ks of McG in-between. 
; A Ele vue’ Compan tials ae Nop ail vor om en Monaing rasesth 2 “Tropic. e Push-button hinged crumb tray swings open for 
@ Push-button, hinged crumb tray swings open for mer pa A er ragga! GO ee - . 5 
easy cleaning. —— Eves MeGraw Electrie C 1 ‘Sisie illines ore easy cleaning. 
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CCURATE CALIBRATION 


ik ted here fo 
as oven 


Test No. 78-A ba 
mostats for 9 — S Sformance. Hi 
Type C Ther  cngly accu performance. | 
on of 1 wah - yim 2 distinct opera- 
at the exact 
our assurance 
n 
ing. His oye t controlled i 
nw always © 


r's oven. P 


temperature 
{ that temper 


Whenever you sell a range, you are promising your customer 
accurate performance. We want you to know how careful we 
are to support you in delivering that accurate performance. 


Ever since, 20 years ago, Wilcolator engineers first developed 
the liquid-expansion type oven thermostat now universally used, 
we have jealously guarded the reputation of our instruments by 
the most thorough succession of precision tests to be found in 
the industry —tests far exceeding the most severe service they 
will ever get in your customer’s kitchen. 


You'll have mighty few calls for service on Wilcolator- 
controlled ranges. We make sure of that before the thermostats 
leave the factory. 


THE} | ites alor 


COMPANY 





1001 NEWARK AVE., ELIZABETH, NEW JERSEY 


Wilcolator (Canada) Ltd., Mimico, Toronto, Ont. 


15,000,000 units ago Wilcolator first helped the cook out of the kitchen 
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NEW PRODU 





PERFECTION Heaters 


Perfection Stove Co., 
7609 Platt Ave., 
Cleveland, 4, O. 
Models: Perfection forced-draft oil 
home heaters H-819-B- and 
H-819-C; and No. H-816-B oil 
space heater. 
Selling Features. H-819-B and 
H-819-C 65,000 btu heaters fea 
ture Dynadraft; “Midget Pilot’’ 
which burns over 40-hrs. on a 
single gal. oil; Multi-Heat burner; 
triple safety control with reset lever 
for manual operation; Regulaire 
blower control; large heat director 
doors swing open at sides to direct 
heat; each heater will heat from 4 
to 6 rooms: the C model is finished 
in tan blending into ivory; B, ma- 
hogany blend with gold trim. 
Hi-Boy H-816-B has 59,000 btu 
output and will heat from 3 to 5 
average size rooms; features 
“Midget Pilot”, Multi-Heat burner; 
automatic thermostat and snap-on 
blower available as accessories. 





ys 


o 


Huffy Mulcher Attachment 
Lawn Mower Div., 

The Huffman Mfg. Co., 

Dayton, 1, Ohio 

Device: Huffy leaf mulching at- 
tachment for Huffy mowers. 
Selling Features: Chops leaves with 
same safety blade and disk cutter 
that clips grass; easy-to-attach plates 
form pulverizing suction box which 
raps leaves and allows owner to 
mulch at same time he mows lawn. 
Fits 18-in. Huffy electric and 18 
or 2l-in. gas models. 

Price: $4.95. 


Air Conditioner Thermostat 
White-Rodgers Electric Co. 

1209 Cass Ave., 

St. Louis 6, Mo. 

Device: White-Rodgers _ plug-in 
thermostat for automatic control of 
window air-conditioners. 

Selling Features: Easy to install; 
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provides comfort, prevents over- 
cooling; rated at 1 h.p.; will han- 
dle practically all 115 volt air-con- 
ditioners and also all window fans; 
ivory and chrome with 6-ft. cord 
and special adaptor. 


Briefs 





A line of new Rapidayton shal 
low well Champion jet water. sys 
tems is announced by Dayton 
Pump & Mfg. Co., Dayton, O. 
Available in 5 complete package 
systems, 3 “pumps only” models 
and 10 vertical tank systems. 
Leader in line, with a 13-gal. heavy 
duty galvanized horizontal tank and 
4 h.p. NEMA standard motor is 
$98.75. All pumps have new 
Quad-Volute design with 4 volutes 
instead of one; bronze impeller, 
brass venturi, nozzle, clearance ring 
and a rotary seal. 





Two new lines of self-priming 
jet water systems are announced 
by Lancaster Pump & Mfg. Co., 
Lancaster, Pa. The Lancaster self 
priming Zephyr, shallow-well sys 
tems 4 to 14 h.p.; the new self- 
priming Lancaster Supreme line 
featuring convertible water systems 
for shallow and deep well use, 4 
and 4 h.p. Both lines offer pack- 
aged units, factory assembled with 
separate tanks and pumping units. 


Barnes Mfg. Co., Mansfield, O., 
announces a new convertible pack- 
aged jet water system called the 
“Econovert” line. Delivers up to 
630 gph in pressure range of 20-40 
Ibs; designed to pump from very 
shallow installations to well depths 
of 70 ft.; 4 h.p., 3450 rpm. over- 
load protected motor. Pump body 
is 4-discharge-port design; Tepo- 
lite-Ni-Resist pump-seal; bronze 
pump impeller, nozzle and venturi. 
Motor, pump, automatic switch, 
venturi and air volume control all 
mounted on a 10-gal. horizontal 
tank making installation simple. 
Price $109.50. 
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Two Great New 60 Anniversary Vedues | 
PORTABLES 


Wr Sid exciting colors Gu 
STROM BERG-CARLSONRI 


The Vagabond: BATTERY PORTABLE Automatic volume control. Complete AM 


Molded plastic case—with. gold finish range with special Civil Defense dial $29 95 
4 


control knobs and foldaway carrying setting. Battery saver switch for over 
handle. Permanent Magnet speaker. 100 hours battery life . . . less batteries (Zone 1) 


VAAN 
SBARRRRREELELY 
VAAL 
VAAN 
VAAL 
WW 





i. styling, in colors, in performance, in tone, in value—you’ve got a won- 





derful selling story in these two portables — 
And you've got something else working for you that can’t be matched by anybody— 
The great tradition that goes back to the very beginnings of radio— 

“There is nothing finer than a Stromberg-Carison!i"” 
Give the Vagabond and the Minstrel a choice display spot and they’ll make real 
money for you this summer. Call your distributor or write for details today. 


“THERE IS NOTHING 
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The Minstrel: 3-WAY PORTABLE 

Doubles indoors as a table radio. 

Operates on AC/DC or batteries. 

Gold finish controls, foldaway carry- $392> 
ing handle and speaker grill. Perma- . 

nent Magnet speaker. Automatic (Zone 1) 

volume control. Complete AM range 

with special Civil Defense dial setting. 

Battery saver switch . . . less batteries 


Carrying Case: tailored, durable, in luggage tan. Attractively 


priced to you as a promotional extra. 


Both models available in choice of 6 colors at no extra cost 


JADE BLACK CITRON YELLOW 
SPRUCE GREEN TERRA COTTA 
SUEDE BROWN ANTIQUE WHITE 


on STROMBERG-CARLSON. 
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16 OIL HEATER 


+Boom Business with this Great = "°™=*_ 
3-WAY TRADE-IN OFFER 
for Early Buyers! =, 


<> Superflome 


OIL OR GAS HEATERS 


Two great lines to satisfy every prospect with features that result in sales! 
Styling that sets the pace for industry—more of everything it takes to make 
sales and give you big profits. Join now with this biggest of all Superflame 
Trade-In Sales! 


ONLY Superflame HAS THE ‘“FUEL-SAVER”’ ! 


Amazing “‘Fuel-Saver’’ saves up to 50% on fuel! Increases radiating surface 
up to 120%—cuts chimney loss as much as 40%! “‘Fuel-Saver’’ feature 
makes Superflame the world’s most efficient home heater! 


$3495 
Sener haw 


FORCED AIR HEAT 


Here’s a shopper stopper that plays a 

great part in the Superflame Trade-In 

Sale! Superfan forced air circulation 

forces customers to your store! It’s a 

sure-fire sales builder! 

ft Fits under HEATER—Forced EXCLUSIVE 
‘(= air comfort in winter—hun- with 


eee dreds of summer uses! Superflame! 








HONEYWELL MODUSNAP 
CONTROL PACKAGE 


The most convenient, comfortable 
control ever offered on gas heaters. 
Important part of giant Superflame 
Trade-In Sale Offer. 


$12°> thermostat 


Allows completely automatic oil heat 
without electricity. No more cold morn- 
ings or roasting mid-day temperatures. 
Saves fuel, saves time. Guarantees more 
sales, more satisfied users! 


PROFIT NOW WITH THIS POWER-PACKED PROGRAM! 
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TRADE-IN SALE 


YEAR AFTER YEAR SUPERFLAME DEALERS CASH-/N 
WITH BIGGER AND BIGGER PROFITS WITH THIS PROVEN 
MONEY-MAKING PROMOTION! 


ysion. 


y to use plan that bring 


QUEEN STOVE WORKS, INC. 
Albert Lea, Minn. 


Send me the details about the Superflame TRADE-IN SALE. 


it PAYS to have a Superflome franchise 


lh STOVE WORKS, INC. Albert Lea, Minn. 
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Your appliances 








... when they have dependable 


MOTORS 





Redmond 














There’s no doubt about it. It takes quality 
and performance to keep a product sold. 
And dealers and distributors have learned 
through experience that appliances 
equipped with Redmond motors stay sold. 
That’s because the long-life and 
trouble-free operation of these motors 
assures customer satisfaction, a most 
important factor in keeping the product 

.. and the customer sold. 

Appliances that are Redmond equipped 
give the customer the important benefits of 
25 years of progressive electrical 
engineering and precision manufacturing— 
25 years in which 50,000,000 Redmond 
motors have been produced, setting a 
pattern of public acceptance based on 
dependable performance. Result: greater 
customer confidence, and a minimum of 
service calls. So, to assure customer 
satisfaction ... look to Redmond, and 
keep customers looking your way. 


OWOSSO, MICHIGAN 





Western Area Office: 1260 Se. Boyle Ave., Los Angeles, Calit. 






NEW PRODU 


Weather-Ban, a new metal pro- 
tective covering for window air 
conditioning units is announced by 
Weather-Ban Products, Inc., New 
Brunswick, N. J. Designed to fit 
most air conditioners, it is con 
structed of 26-gauge galvaneel and 
comes in 4 colors of baked hammer 
tone finish; weighs 104 Ibs; easy 
to install. Retail price, $19.95. 








Rolatable, a serving cart, port- 
able bar, or kitchen helper is an- 
nounced by Salton Mfg. Co., Inc., 
29 Jumel Place, New York, 32, 
N. Y. By adding a Hotray it be- 
comes a foodwarmer on wheels. 
Holds 1 or 2 Hotray-specials across 
the side bars, or one Hotray-Epi- 
cure on end rails in place of regular 
tray; made of airplane aluminum; 
removable top and bottom trays 
in mar-resistant mahogany finish 
with matching handles; 3-in. swivel 
casters. Price $19.95. 





Youngstown Kitchens announce 
a revised line of steel vent hoods 
and ventilators. The line includes 
2 deluxe hoods and a standard ven- 
tilator in 30, 36, 42 and 48 in. 
sizes finished in white or copper 
baked enamel. Blowers and filters 
for deluxe units can be chosen from 
several double-wheel centrifugal 
type models on market. Aristocrat 
deluxe hood has curved front; Pro- 
vincial model has a scalloped edge; 
standard ventilator is a straight-line 
design throughout. Price for de- 
luxe hoods with wiring and light 
switches, less blower and filter, is 
$79.50; Standard hood including 
wiring, switches and 8-in. propeller- 
type fan, $89.95. 

Pearsol Appliance Corp., 2122 
Euclid Ave., Cleveland, 15, O., an- 
nounces a group of parts bins suit- 
able for stocking small items and 
parts used in electric and _ radio- 
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TV dealer shops. These storage 
bins are self-locking, carton type 
containers, cut down in front to 
reveal contents at a glance; sizes 
available are 11 in. long and 4 in. 
deep with 2 in. 4 in. and 6 in. 
widths. 





A new air conditioner time 
switch, 3700 series, is announced 
by Paragon Electric Co., Two 
Rivers, Wis. Designed to provide 
automatic control for all makes 
window air conditioners. 7-day dial 
allows for different setting for each 
day as well as Sunday and holiday 
cutout; can also be manually oper- 
ated without disturbing sequence 
of automatic operation; suitable for 
use on units up to and including 
l-ton capacity; steel case in neu- 
tral color finish. 





A new low-cost paint remover 

for home and commercial use is 
announced by General Electric’s 
Industrial Heating Dept. ‘The paint 
remover consists of a 1000-watt 
Calrod element mounted on steel 
runners that keep it a safe distance 
from work surfaces; twin galvan- 
ized steel plates under wood han- 
dle protect operators hands; weighs 
2 Ibs. 4 oz. Price, $11.95. 
Three new utility kitchen cabincts 
and a ventilator hood for use above 
gas or electric ranges have been 
announced by Republic Steel 
Kitchens. The utility cabincts in- 
clude a wall cabinet 15 in. high, 
36 in. wide, for storage above up- 
right freezers; a 12-in. base cabinet 
with 2 shelves, and a matching 12- 
in. wall cabinet. 

The bonderized steel ventilator 
hood is 42 in. wide, and coated 
with Perma-Finish enamel. Retail 
prices as follows: 15-in. cabinet, 
$28; 12-in. base cabinet, $36.50 
without counter top; 12-in. wall 
cabinet, $23; ventilating hood, $21. 

Nitelighter, a new photoelectronic 
switch, automatically turns house 
lights on when darkness comes, ac- 
cording to The Fisher-Pierce Co., 
Inc., Boston, 85, Mass. It can be 
placed on table, or mounted on 
wall. Price $15.95. 
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Westi nghouse 


introduces 


GREAT NEW 
PRODUCTS! 













NEW COFFEE MAKER—Fast jet 
action makes 9 cups of perfect 
coffee in just 9 minutes. Award- 
winning beauty. Automatic. 


























NEW PORTABLE MIXER—Exclu- 
sive STOP-N-GO Switch for in- 
stant power. Heavy cookie dough 
won't stop this portable mixer! 












NEW ROASTER-OVEN—America’s most popular roaster in a smart, 
all-new model. Cooks anything—automatically! Plugs in anywhere. 














FREE DISPLAYS—Hard-selling displays—free—on these new NATIONAL ADVERTISING— Westinghouse will have the 
products, plus Steam or Dry Iron, Cook-n-Fryer and Grill-n- most spectacular advertising smash in history— peaked for 
Waffler displays. See your distributor. the heavy buying season when most sales are made. 











ordering now! 


You can make extra profits on the popular Westinghouse items listed below, simply 
4 O %, by buying now for the big fall selling season. Stretch your margin to a full 40% by 
COOK-N-FRYER HOT PLATE FOOD CRAFTER 
PROFIT DEALS GRILL-N-WAFFLER HAND VAC OPEN HANDLE IRON 











ALSO a Baker’s Dozen Deal on Warming Pads . . . and a NEW LOW PRICE on the Steam or Dry Iron! 
WESTINGHOUSE ELECTRIC CORPORATION ~ ELECTRIC APPLIANCE DIVISION * MANSFIELD, OHIO 


YOU CAN BE SURE...IF s Westinghouse 
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MORE and MORE 


appliance men find LIFE i 


The issues of LIFE carrying these ads are read in better 
than one out of four homes in markets across the country. 
By identifying your store with these products as they ap- 
pear on the advertising pages of LIFE, you are in fact tell- 
ing your customers that your store is a headquarters for the 
national brands they have seen advertised in LIFE. 


ADVERTISED 




























































































First in magazine audience 
First with advertisers 


First with appliance men 





9 Rockefeller Plaza, New York 20, N. Y. 
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does a better selling job 


Here is a complete list of the appliance manufacturers 


who advertised in LIFE over the last 3 months 


APRIL 5 

Caloric Stove—2 pages 

Norge Laundries—page, color 

Philco Refrigerator—page 

Mitchell Room Air Conditioner—page 
Frigidaire Laundries—page 

RCA Television and Radios—page 
Lewyt Vacuum Cleaner—]4 page 
Gibson Air Conditioner—Y4 page 
Borg Scale—Y4 page 


APRIL 12 

Schick Electric Shaver—2 pages, color 
Crosley Refrigerator—spread 

Carrier Room Air Conditioner—2 pages 
Westinghouse Bulbs—page 

Mitchell Room Air Conditioner—4 page 
Vornado Air Conditioners and Fans—¥y page 
Maytag Washer—!4 page 

Magnavox Television—\4 page 

General Electric Clock—¥4 page 

Chrysler Room Air Conditioner— 4 page 


APRIL 19 

Norge Refrigerator—2 pages, color 
Philco Refrigerator—2 pages, color 
G-E Vacuum Cleaner—page, color 
Mitchell Room Air Conditioner—page 
Remington Shaver—page 
Scott-Atwater Outboard Motor—page 
G-E Freezers—page 

Fedders Air Conditioner—page 
Gibson Air Conditioner—'\4 page 
RCA Air Conditioner—¥4 page 
Reznor Unit Heater—¥ page 
Olympic Television—¥ page 


APRIL 26 

G-E Ranges—2 pages, color 

Servel Appliances—2 pages 

Gibson Appliances—page, color 

Frigidaire Refrigerator—page, color 

Westinghouse TV-Radio, “Color Announce- 
ment’ —page, color 

RCA Television and Radios—page 

G-E Radios—page 

G-E Room Air Conditioner—page 

G-E Portable Mixers—page 

Maytag Washer—page 

Webcor Fonograf—'4 page 

Sunbeam Hedge Trimmer—'% page 


MAY 3 

Kelvinator “Holiday House” —2 pages, color 
Firestone Retail Promotion—2 pages, color 
G-E Vacuum Cleaner—page, color 

Norge Gas and Electric Ranges—page, color 
Republic Steel Kitchens—page, color 
Chrysler Air Conditioner—page, color 
Fedders Air Conditioner—page, color 

Rich Freezer Plan—page, color 
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Schick Electric Shaver—page, color 

Black & Decker Power Tools—page 

G-E Room Air Conditioner—page 

G-E Fans—\4 page 

Eureka Vacuum Cleaner—), page, color 
Lewyt Vacuum Cleaner—'4 page, color 
Peerless Electric—Broil Quic—¥4 page, color 
Mitchell Room Air Conditioner—'Yy page 


MAY 10 

Firestone Retail Promotion—2 pages 
Servel Appliances—2 pages 

Proctor Ironing Table—page, color 

G-E Ranges—page, color 

Philco Refrigerator—page, color 

G-E Room Air Conditioner—page 
Mitchell Room Air Conditioners—page 
G-E Clocks—¥ page, color 

Emerson Electric Fans—'4 page, color 
CBS-Hytron Tubes—'4 page 

G-E Floor Circulator—'4 page 

RCA Room Air Conditioner—4 page 
Magnavox TV—)4 page 

Maytag Automatic Washer—'4 page 
Vornado Fans—\y page 

Fedders Air Conditioner—4 page 
Olympic Air Conditioner—¥4 page 
Sunbeam Rain King—'% page 

MAY 17 

Firestone Retail Promotion—2 pages, color 
Hotpoint Laundries—2 pages, color 
Frigidaire Appliances—2 pages, one in color 
G-E Room Air Conditioner—2 pages 
Norge Refrigerators—page, color 

Gibson Refrigerator—page, color 

RCA Victor Portable Radios—page, color 
Schick Electric Shaver—page, color 
Frigidaire Room Air Conditioner—page 
G-E Fans—}4 page 

Mitchell Room Air Conditioner—'4 page 
Westinghouse Portable Radio—'4 page 
Fedders Air Conditioner—4 page 
Reznor Unit Heater—¥ page 


MAY 24 

G-E Food Freezer—2 pages, color 

Philco Refrigerator—2 pages, color 

G-E Ranges—page, color 

RCA Room Air Conditioner—page, color 
Carrier Air Conditioner—page, color 
Motorola Portable Radios—page, color 
Remington Electric Shaver—page, color 
Vornado Air Conditioners and Fans—page 
Westinghouse Fan—page 

G-E Room Air Conditioner—page 

Roto Broil—'4 page 

Westinghouse Disposer—¥y page 

G-E Fans—}¥4 page 

Norelco Electric Shaver—'4 page 
CBS-Hytron Tubes—Y4 page 

Fedders Air Conditioner—% page 
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Chrysler Air Conditioner—'% page 
Mitchell Dehumidifier—¥ page 


MAY 31 

G-E Room Air Conditioner—page 
Philco Room Air Conditioners—page 
RCA Victor Television—page 

G-E Portable Mixer—page 

Lewyt Vacuum Cleaner—'4 page, color 
G-E Fans—\y page 

Fedders Air Conditioner—'4 page 
Sunbeam Rain King—' page 

Olympic Radio—y page 

JUNE 7 

Frigidaire Room Conditioners—2 pages, c. 
Norge Refrigerators—page, color 

Carrier Room Air Conditioner—page, color 
Victor Freezers—2 Y pages, one in color 
Schick Electric Shaver—page, color 

RCA Room Air Conditioners—page 
Mitchell Room Air Conditioner—page 
G-E Room Air Conditioner—page 
Signal Fans—¥4 page, color 

CBS-Hytron Tubes—¥4 page 

G-E Fans—¥, page 

Vornado Fans—4 page 

Fedders Air Conditioner—¥4 page 
Sunbeam Hedge Trimmer—¥% page 


JUNE 14 

G-E Room Air Conditioners—2 pages, color 
Servel Appliances—2 pages 

Fedders Air Conditioner—page 
Philco Air Conditioner—page 
Admiral Products—page 

RCA Victor Portable Radio—'4 page 
RCA Victor Phonograph—'4 page 
G-E Fans—¥ page 

Reznor Unit Heater— page 
Mitchell Dehumidifier—%& page 
Kingston Sewing Machine—% page 


JUNE 21 


G-E Freezer—2 pages, color 

Admiral Refrigerator—2 pages, one in color 
G-E Ranges—page, color 

Westinghouse Refrigerator—page, color 
Frigidaire Refrigerator—page, color 
Frigidaire Room Air Conditioner—page 
G-E Room Air Conditioner—page 

G-E Fans—\, page 

RCA Room Air Conditioner—'4 page 
Vornado Fans—¥y page 

Fedders Air Conditioner— page 


JUNE 28 

G-E lrons—page 

G-E Room Air Conditioner—page 

Philco Air Conditioner—page 

G-E Fans—'4 page 

Fedders Air Conditioner—'4 page 
Emerson Electric Air Conditioner—'4 page 
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MAJESTIC Portable TV 


Majestic Radio & TV Div. 

The Wilcox-Gay Corp. 

70 Washington St., 

Brooklyn, 1, N. Y. 

Device: New line of portable TV 
sets feature “‘Starlet’’ Port-A-Vision 
No. 40, and home table models 
No. 50 and No. 60. 

Selling Features: Enclosed in lug- 
gage carrying case with leather car- 
rying handle and controls on case; 
weighs 39 Ibs.; uses a 14-in. cath- 
ode ray tube; measures 124 in. high, 
15 in. wide and 184 in. deep. 

No. 50, a new compact 17-in. 
Port-A-Vision home table model 
has mahogany hard wood cabinet 
with controls on top; also available 
in blond at slightly higher price. 

No. 60, a compact 21-in. mahog 
any table model features side con- 
trols in mahogany or blond wood 
Prices: Starlet, $129.50; No. 50, 
169.95 


$139.50: No. 60, 





RCA Victor Radio 


RCA-Victor Div., 
Radio Corp of America, 


Camden, N. J. 

Device: RCA-Victor table radio 
4X641. 

Selling Features: Improved  elec- 


tronic circuits increase sensitivity 
and selectivity for fringe-areas; 5- 
tubes plus rectifier; modern styled 


plastic cabinet; 7-in. high, and 
deep, 114 in. wide. 
Price: $39.95. 





OLYMPIC Portable Radio 


Olympic Radio & TV, Inc., 

34-01 38th Ave., 

Long Island City, N. Y. 

Model: - “Playtime” No. 445 3-way 
a.c.-d.c., battery portable radio. 
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NEW PRODUCTS ... TV and Radio 


Selling Features: Uses long life batter- 
ies; weighs 54 lbs. with batteries; 
measures 9x34x7§ in.; uses planetary 
drive for vernier tuning; high*Q mag- 
netic loop antenna and coils; interlock 
switch; recessed handle; red, tan, tur- 
quoise, maroon and ivory cabinet. 
Price: $34.95. 





CAPEHART TV Set 


Capehart-Farnsworth Co., 
3700 E. Pontiac, 


Device: Capehart 17-in. table TV 
set “Trenton,” 22T174M. 

Selling Features: Employs Capehart 
super-powered 41 me chassis for bril- 
liant picture, symphonic tone, long- 
distance reception; all-wood cabinet in 
mahogany; Niagara-Cascode tuner for 
VHF reception; also available with 
universal all-channel tuner as model 
22T174M-1. 

Price: $159.95; with all-channel tuner, 
$199.95. 





MAJESTIC Radios 


Majestic Radio & Television Div. 
The Wilcox-Gay Corp. 

79 Washington St., 

Brooklyn, 1, N. Y. 


Models: 2 lightweight portable radios: 
Starlet personal portable and Mascot 
3-way portable. 

Selling Features: Starlet operates on 
self-contained batteries; uses a 75 volt 
B and two 14 volt A batteries which 
provide 100-hrs. operation; ebony or 
choice of 8 2-tone plastic combina- 
tions; 6 in. high, 93 in. wide, 24 in. 
thick; weighs 34 Ibs. complete with 
batteries. 

Mascot 3-way portable plays on 

self-contained batteries or on a.c. or 
d.c.; uses a 674 volt B battery and a 
14 volt A battery, also a selenium rec- 
tifier for instantaneous playing on elec- 
tric operation; weighs 33 lbs with 
batteries; 6 in. high, 9} in. wide 2} 
in. thick; ebony or choice of eight 
2-tone plastic cabinets. 
Price: Starlet: $22.95 in ebony; $24.95 
in 2-tone combinations. Mascot, 
$32.95 in ebony, $34.95 for 2-tone 
combinations. 





— 


STROMBERG-CARLSON 
Portable Radios 


Stromberg-Carlson, 

Rochester, 3, N. Y. 

Models: S-C re-enters radio field with 
battery and 3-way portables Vagabond, 
Minstrel. 

Selling Features: Both models have 
same external dimensions 10-in. wide, 
63 in. high, 3 in. deep; fold-away type 
aluminum die-cast handles in gold 
color; top-mounted, gold-plated plastic 
controls; battery-saver switch; tuning 
range includes entire AM band with 
special CD frequencies on gold an- 
odized aluminum in burgundy letter- 
ing; high gain ferrite cored loop an- 
tenna; avc; permanent magnet speaker; 
other colors available include white, 
green, terracotta, brown, yellow and 
black. A pigskin toned carrying case 
with adjustable shoulder strap and 
front aperatures for playing radio 
while in case. 

Vagabond BP-1 plays on a battery 
with over 100 hrs. life. Minstrel EP-2 
uses the same type battery and also 
functions on a.c. or d.c. 

Price: Vagabond, $29.95 in Zone 1. 





CAPEHART Radios 


Capehart-Farnsworth Co., 
Ft. Wayne, 1, Ind. 
Models: 3 new Capehart radios: 3-way 
personal portable and 2 table models. 
Selling Features: 3-way personal port- 
able 1P55 employs 5-tube chassis; 
oversize speaker provides well-balanced 
tone and life-like sound; available in 
burgundy, green, tan and coral. 
Table radios employ Capehart long- 
range chassis; 5-tubes including rec 
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tifier; No. 2T55 in tiny cabinet has 
homespun grille cloth to contrast with 
smooth finish cabinet in ebony, brown 
or ivory. No. 3T55  super-powered 
model has modern cabinet in ebony, 
brown, green or ivory with woven 
fibre grille. All models have CD fre- 
quencies 640 and 1240 kc. 





dle tan carrying case, $3.50. 2155 
ebony $19.95; 3T55, ebony $21.95. 
Maid” 

V-M Phonos 

V-M Corp., 

Benton Harbor, Mich. 

Models: No. 560 “Fidelis” hi-fi 

phono, No. 556 portable hi-fi 

phono. 


Selling Features: No 560 Fidelis 
features hi fi tonal reproduction 
from 40 to 15,000 cps; speaker sys- 
tem consists of 3 extended range 
speakers (two 5x7 in. and one 6x9 
in.) plus a base reflex chamber; 
angular mounting of speakers assure 
proper dispersion of all frequencies. 
“Tone-o-matic” loudness control 
affords equal hearing loudness at 
different frequencies over entire 
audio spectrum. Hand-rubbed 
blond or mahogany finish with 
grille cloth in color; other features 
include Lazy-Lite, Siesta switch, 
5-watt amplifier, muting switch. 
ceramic cartridge with twin sap- 
phire needles. 





No. 556 
“tone-o-matic” 
hi-fi speaker system includes ex 


features 
control; 


portable 
loudness 


tended range §8-in. heavy-duty 
speaker and 4-in. tweeter with over 
2000 cu. in. speaker cabilty; 
ribbed tone-resonance case covered 
in pyroxylin leatherette in brown 
with gold grille or rose and gray 
with dusty rose grille. Other fea- 
tures include input for playing AM, 
AM-FM radio or TV tuner, auxil- 
iary output for external speakers, 
muting switch, resonance-free alu- 
minum die-cast tone arm new hi fi 
ceramic cartridge with twin sap 
phire needles, adjustable tone cham 


ber; Lazy-Lite, Siesta Switch and 
“45” spindle. 

Prices: Fidelis $149.50, No. 556, 
$119.95. 








M-1048 — White embossed plastic shade . . . 
Diameter 18”... Adjustable up and dowa 
10”... Extends from wall 22”. Complete with 
cord and plug. Prismatic lens for concen- 








M-1046— White embossed plastic shade .. . 


trated downlight. Finish: Brushed Brass. $19.95* 


y ‘ 











M-1047 — White embossed plastic shade .. . 
Diameter 1612”. Finish: Brushed Brass. Com- 
plete with cord and plug. $19.95" 


Introducing a Profitable 
New Line... plug-in 


—_— 


Diameter 18”... Adjustable up and down 
10”... Extends from wall 22”... Finish: he 
Brushed Brass. Complete with cord and plug. ? 


$19.95* 
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Makes Inspiration-Lighting* “Quick and Easy” 


Here’s the new easy way to make a real 
profit on fixture business you’ve been miss- 
ing. The new line of Moe Light Portables 
meets the demand for convenient plug-in 








Styled for Kvery Room in the Home 


M-1079— Pin-Up wall lamp. Perforated 
metal shade. Height 12”. Extends 13”. Finish: 
Chartreuse or Terra Cotta. All with Brushed 
Brass trim and satin Black canopy. Complete 
with cord and plug. $13.95* 


*(a combination of general, localized, and accent lighting) 


MOE LIGHT, Fort Atkinson, Wis. Dept. L6-6 


«or 
Plants at Fort Atki and Sheboy : 
Princeton, Kentucky, and Los Angeles, Calitornia 








ELECTRICAL MERCHANDISING—JULY, 1954 


y 
AN 
yy 


M-1086— Flexible-arm twin accent with 
weighted base for desk, table top or Pin-Up 
wall mounting. Finish: Satin Black; Chartreuse; 
Terra Cotta or Tone White. $11.95* 





fixtures...combines beauty with simplicity 
of installation. Makes it easy for your 
customers to achieve Inspiration-Lighting —, 
at a suprisingly low cost. 4 





4 


H 
ti 


i | 


= 


M-1088—Striking new Pin-Up design for 
decorative wall lighting. Diameter 13”... 
Overall height 15”. Finish: Brushed Brass or 
Black and Brushed Brass. Complete with cord 
and plug. $7.95* 


*Prices slightly higher Denver and West. 


Get your copy of the full line, full color brochure 
See the complete line of Moe Light Portable fix- 
tures illustrated in beautiful full color. Ask your 
distributor for Form 214 or write Moe Light. 
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ves, While Glan, — 


is another of 
reasons why you’ll do 
better by switching to 


WATER | 
HOTTER 


Automatic Water Heaters 
Electric or Gas 





















































While, Glass, 
LINING 
Can't rust EVER! An 
essential sales point in many 
areas — inportant in al 








6.9% MORE FILM OF FLAME 
NATIONAL ADVERTISING HOT WATER Single port burner 
White WATER-HOTTERS are than most utility ee eee ae 
and have been consistently Fequirements, in oe Somes HO 
pre-sold for you in large electric models, comme outs, Ren 


azingly fast “pick- 
up” for PLENTY of 
hot water always 


because of White's 
exclusive WATER- 
HoTTER bafile. 


rments in lead- 
ing consumer magazines over 
many. many years 














Plus 14 other 
strong competitive 
advantages! 


Stand a White Glass 
lined WATER-HOTTER 
alongside any com- 
peting make—on your 
own floor. before your 
prospect's eyes— and 
compare them point 
for point. In every de- 


tail you can prove your 





White equal or superi- 
or—which means in 
allj adding up point by 
point, you and your 
White clinch the sale! 
Phat’s why more and 
more dealers every 
week are switching to 
White. Why wait? Get 
the facts now. Write! 
WHITE PRODUCTS CORPORATION 
Dept. M-7, Middleville, Michigan 
Export Office: 201 N. Wells St., Chicago 6 


Water Heating Specialists Since 1930 
AN EDWARD LAMB ENTERPRISE 


Electric —Round or table top models 





Gas—Round models only 


ANGRY SEAN RES TTT EMR 
RUSH THIS COUPON TODAY! GET ALL THE FACTS TODAY! 


a staan tte aa 


WHITE PRODUCTS CORPORATION— Dept. M-7 
Middleville, Michigan 


Please send us the White Proved-Profits Story with 
“Fourteen reasons why they buy White.” My business 
letterhead is attached. 





My Name 
Add 

City Zone 
County State 
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PACKARD-BELL TV Set 


Packard-Bell Co., 

12333 W. Olympic Blvd. 

Los Angeles, 64, Calif. 

Model: A new low-priced 21-in 
console, No. 1842 has been added 
to 1954 line. 

Selling Features: “Comfort-view”’ 
picture; open faced console in ma 
hogany or blond oak; heavy-duty 
PM dynamic speaker. 

Price: Mahogany, $239.95. 





RECORDIO Tape Recorder 


The Wilcox-Gay Corp. 

Div. Majestic Radio & Television 

79 Washington St., 

Brooklyn, 1, N. Y. 

Device: No. 4A10 portable, push-but- 
ton, magnetic tape recorder. 

Selling Features: Has dual speeds and 
dual tracks; records at 3} in. and 74 
in. tape per sec., and uses all size reels 
up to 7-in. diam.; maximum recording 
time 2 hrs.; “Prest-O-Matic” key- 
board control has push-buttons 
marked “reverse” (high speed), “‘rec- 
ord”, “stop”, “play”, “forward” (high 
speed); tape storage compartment at 
rear of machine holds microphone and 
built-in a.c. line cord; built-in jack; 
tone and volume control; recording 
lock button; external speaker jack for 
earphone monitoring; built-in remote 
control accessory outlet. 


Price: $149.95. 





MAGNECORD Tape Recorders 


Magnecord, Inc., 

360 N. Michigan Ave., 

Chicago, 1, Ill. 

Device: 2 portable Magnecord tape 
recorder-playbacks M-30 and M-33. 
Selling Features: M-30 may be con- 
nected to any radio, phono or TV 


JULY, 








TV-Hi-Fi & 


| NEW PRODUCTS ... » Recorders 


speaker for amplification. M-33 has 
built-in amplifier; both units may 
be regulated by visual or auditory 
controls; machines will record or 
play back 30-min. of full range of 
audible sound; extension reels make 
it possible to double recording o1 
playback time; units are easily dec 
tached from carrying cases for use 
in cabinets. 

Price: M-30, $299; M-33, $329. 





V-M Recorder 


V-M Corp., 

Benton Harbor, Mich. 

Device: V-M ‘lape-O-Matic port 
able tape recorder No. 700. 
Selling Features; Precision tape in 
dex timer; 2-speaker hi-fi audio wide 
range “woofer and tweeter’; “‘rec 
ord ready” light; automatic shutoff; 
built-in magnetic pick-up re-amp, 
monitor switch, pause button, dual 
input jacks (multi-purpose), dual 
output jacks and microphone; vol 
ume level control 74 and 33 tape 
speed control; record level distort 
light, individual base and treble 
controls and record “safety switch”; 
weighs less than 30 Ibs.; water re- 
sistant leatherette case in rose and 
gray, gold metal speaker grille; 1-ree] 
of recording tape plus empty reel, 
special phone adapter jack. 





PERFECTION Hi-Fi Unit 


Perfection Electric Co., 

2635 S. Wabash Ave., 

Chicago, Ill. 

Device: Perfection Tri-Fi Sound Sys- 
tem. 

Selling Features: Compact 3-speaker 
unit for hi-fi reproduction consists of 
one 8-in. woofer and two 34 in. 
tweeters; built-in frequency-dividing 
system diverts high notes to the 
tweeters and the low and middle 
range notes to the woofer; cabinet fin- 
ished on 4 sides for use on side or 
cither end of book shelves, on a table 
or floor; in natural wood, mahogany 
or fawn oak; plastic grille cloth, im- 
pedance of 4 to 8 ohms; can be used 
in pairs for binaural sound or added 
as an extension speaker for use with 
radio, T'V tape recorder or record- 
player. 

Price: $50. 
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LIMITED OFFER 


From July 1 through August 31... Your 
CBS-Hytron distributor will give you 1 
Pliers Kit Stamp with your purchase of 
25 CBS-Hytron receiving tubes. 


HEAVY-DUTY 
TOP-QUALITY 


Free! ew 


with 10 CBS-Hytron Pliers Kit Stamps 


= 
=Ser_ 2 









LIST VALUE 


PICK UP THESE FINE IMPORTED TOOLS. Examine the beautiful finish of their 
drop-forged tool steel. Try their comfortable handle grips. Feel the precise 
balance . . . the powerful leverage. Go ahead! Cut some eight-penny nails. 
Like cutting cheese, wasn’t it? And not a trace of a nick in the tough, care- 
fully matched jaws. 

You will be proud to own these husky, quality pliers. Tested . . . guaranteed 
... they can take it. And did you notice that two are unique? Nothing else 
just like them . . . they are “musts” for your tool kit. Yes sir, this free Pliers 
Kit (packed in an attractive, handy plastic case) is an offer you cannot 
afford to miss! 


_ as The 6'2-Inch Diagonals are husky, box-joint, fully polished side 
aceon cutters with precisely matched jaws. Size is right: Compact, 
but big enough... with comfortable, full-fashioned, full- 

polished handles . . . to do repeated, tough cutting jobs with 





ease. Get This Pliers Kit Stamp Book... 
I= The 8-Inch Long-Nose is unique. Extra-long (234 inches), and stamps from your CBS-Hytron distribu- 
spring-tempered jaws combine with extra-long, knurled tor: One Pliers Kit Stamp for 25 CBS- 
handles for powerful leverage. Hand-honed cutting knives. 5 ys s 
Beautifully chrome-plated. Hytron receiving tubes. Each Stamp is im- 
~ => __The 6-Inch All-Purpose is also unique. Combines: Flat and printed with your CBS-Hytron distributor's 
round nose. Jaws shaped for positive gripping. Two wire code number. Redeem your Stamps with him. 
strippers. Two side cutters. Finish of handles is gun-metal; This offer is valid only in areas where such 






jaws are fully polished. This tool has everything. offers are legal and it is limited: July 1 


through August 31. Don’t miss it. Be sure to 
get your free CBS-Hytron Pliers Kit. See it 


YTRO OU A iain ie at your CBS-Hytron distributor’s . . . today! 


NY Am A Division of Columbia Broadcasting System, Inc. 


A member of the CBS family: CBS Radio +» CBS Television * Columbia Records, Inc. - CBS Laboratories « 
CBS-Columbia + CBS International + and CBS-Hytron 


TRANSMITTING ° SPECIAL-PURPOSE ° TV PICTURE TUBES ) CRYSTAL DIODES AND TRANSISTORS 








Manufacturers of 
Receiving Tubes Since 192 


RECEIVING 
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RMS Clock-Tenna 
RMS, 
2016 Bronxdale Ave., 
New York, 60, N. Y. 
Device: RMS Clock-Tenna No. 
CI-2. 
Selling Features: Consists of Ses 
sions automatic clock and RMS 
swivel-top UHF-VHF indoor an- 
tenna with 6-position switch; ster- 
eoscopic brass elements and match- 
ing trim; turns set on automatically 
at predetermined time. 
Price: $19.95. 





TUCK-A-WAY Converter 


General Instrument Corp., 
829 Newark Ave., 
Elizabeth, 3, N. J. 
Device: ‘“l'uck-A-Way” 
UHF converter 

Selling Features: Provides full UHF 
coverage; can be installed behind, 
on side, top or below 'T'V set; dial 
ind switch located on top; dial cov 
ers channels 14 to 83 and provides 
continuous type tuning; mahogany 
finish cabinet measures 6x44x3 in. 


ill-channel 





RADION Lightning Arrestor 


The Radion Corp., 

1130 W. Wisconsin Ave., 

Chicago, 14, Ill. 

Model: Radion lighting arrestor 
LA-75 

Selling Features: Handles all types 
conventional lead-in—open, flat, 
jumbo, oval or perforated; integral 
mounting strap—can be mounted 
on wall or pipe up to 14 in. thick; 
Vise action ground wire grip; 


mahogany phenolic; brass hard- 
ware. 
Price: $1.35 
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NEW PRODUCTS .... TV Accessories 





RADELCO Antennas 


Radelco Mfg. Co., 

Cleveland, 25, O. 

Models: “Topper” broad band 
vagi No. RM-213 and dual corner 
reflector US-152. 

Selling Features: “Topper”, a sep- 
arately orienting broad band yagi 
for areas where stations are not lo- 
cated in the same direction; gives 
performance on 12 VHF channels; 
completely pre-assembled for easy 
installation; also available as sep 
arate arrays: RS-206 low band yagi 
array, and RS-713, high band yagi 
array. 

Dual corner reflector US-152 
with all-metal insulators to make 
antenna free from variations in sig- 
nal strength due to weather, works 
well in wet or dry weather; dipole 
is supported directly by mast; re 
flector is constructed entirely of 
horizontal elements,—discriminates 
igainst unwanted vertically polar 
ized signal; antenna mounts in 
front of mast; full half wave dipole 
spacing. 








JFD Antennas 


JFD Mfg. Co., Inc., 
6101 16th Ave., 
Brooklyn, 4, N. Y. 
Models: “‘Super Power Jet” 2135-5; 
“4-Bow” antenna for UHF; and 
“Super-Beam” indoor antenna. 
Selling Features: “Super Power Jet” 
a wide-stacked, broad-band fringe 
array gives up to 14 db gain. 
“4-Bow UHF fringe antenna No. 
UHF 204 has a calibrated slide be- 
tween dipole and grid reflector that 
permits regulating distance between 
bowtie dipoles and grid reflectors— 
UHF channel numbers are shown 
plainly to each calibration indicat- 
ing fractional wavelength distance 
between dipole and reflector that 
will peak a particular point in UHF 
band. “Super-Beam” indoor an- 


tenna, No. TA 131 has a dome- 
shaped mahogany grained plastic 
base containing 2-pressure-swivel 
spheres that allow simple angular 
adjustment of rabbit-ear dipoles, 
locking the dipoles in position with- 
out screws, nuts, etc.; tip-proof 
weighted base; 2 aluminum tapered 
telescoping dipoles adjust to half- 
wave length of TV channels 2 to 
13 and FM frequencies. 

Prices: Super Power Jet, $39.95; 
“4-Bow”, $10.45; “Super- Beam” 
$5.50. 





BLONDER-TONGUE Converter 


Blonder-Tongue Laboratories, Inc., 
526 North Ave., 

Westfield, N. J. 

Device: New low-noise, all-channel 
UHF converter for class “A” sig- 
nal areas, No. 99. 

Selling Features: Factory tested 
300 ohm _ impedance’ match 
throughout provides maximum sig 
nal power and clarity; tuned input 
tracks with oscillator, eliminating 
spurious responses and suppress- 
ing radiation; 1-knob tuning with 
output to set on channels 4, 5 and 
6; selector knob switches reception 
from UHF to VHF; oscillator cit 
cuit is thermally compensated for 
drift-free operation; self-contained 
with built-in power supply; em 
ploys B-T Ultratuner; complete 
with 6T4 tube, crystal diode mixer 
and selenium rectifier; mahogany 
plastic cabinet with blond knobs. 


Price: $19.95. 





ULTIMATIC Antenna 


The Cornell-Dubilier Electric Corp., 
So. Plainfield, N. J. and 

The Radiart Corp., 

Cleveland, O. 

Device: Ultamatic all-channel type 
antenna. 

Selling Features: Synchronized for 
monochromatic and color recep- 
tion; has uniform gain response; 
low voltage standing wave ratio; 
front-to-back ratio; aluminum 
screen reflector of fold-out design; 
dipole and boom assembly of seam- 
less tubing. 
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CHANNEL MASTER 
Indoor Antenna 

Channel Master Corp., 

Ellenville, N. Y 

Device: Wonder Bow all-channel 
indoor antenna. 

Selling Features: Based on Bow 
Tie and screen principle as outdoor 
UHF antennas and on VHI' its 
performance is comparable to con 
ventional “rabbit-ear’’ types; new 
styling fits any decor; 2 color 
schemes: gold with ebony, (No 
416) and silver with ebony (No. 


417). 





E-V FM Booster 


Electro-Voice, Inc., 
Buchanan, Mich. 


Device: Automatic FM_ booster 
Selling Features: ‘Tune-O-Matic 
high gain 3005-FM_ booster spe- 
cially designed to take full advan 
tage of all features of FM; increases 
signal strength 20 db; all-electronic 
broadband circuit amplifies signal 
at receiver antenna through en- 
tire spectrum from 88 to 108mc; 
automatically adds gain to any 
channel selected; no additional 
controls; no manual tuning of 
booster; integral thermal relay pro- 
vided so Booster can be turned 
“on” or “off” without circuit modi 
fications, hi-low switch permits 
limiting gain when signals are ex- 
tra strong; has 300 ohm input and 
output. 

Price: $45.00. 


EZ Antenna Mount 
Fretz, Cross Co., 
22nd St, and Sedgley Ave., 
Philadelphia, 32, Pa. 
Device: EZ self-supporting, pre- 
assembled roof mount. 
Selling Features: Designed to save 
installation time; no _ additional 
hardware required; self-supporting, 
no guy wires required. 


RMS Coupler 

RMS, 
2016 Bronxdale Ave., 
New York, 60, N. Y. 
Device: 2-set coupler for UHF No. 

AC-2U. 
Selling Features: A printed circuit 
unit similar to AC-2 VHF coupler; 
complete with installation instruc- 
tions and 2 mounting screws. 
Price: $4. 
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Sunbeam 


CONTROLLED HEAT 


« FRYPAN 





Graybar Salesman Nelson E. Guillot discusses demonstration points of new Sunbeam controlled-heat 
automatic frying pan with Housewares Buyer G. R. Gahring and Demonstrator Rowena Lods. 


“Graybar-guided demonstrations 
build heavier store traffic” 


goods. Here, a Holmes customer enjoys a Says: G. R. GAHRING 
cup of morning coffee brewed on the spot. Housewares Buyer, 


inbeam | # D. H. Holmes Co., New Orleans, La. 





















ee 


“With Graybar to help spark the operation we’ve 
always got something going on in our store — sea- 
sonal promotions and lots of demonstrations. We find 
it is one of the best ways to move traffic in and 
move merchandise out. 


“But that isn’t all there is to the way Graybar 
lends a hand. Take service, for instance. It’s really 
unusual, particularly on emergency shipments. I can 
always keep staple stock on the floor without going 
overboard on any one item. That’s because I get the 
benefit of Graybar’s unique warehousing system. 
When it comes to having a variety of items ready for 





Guillot and Mrs. Lods make frequent in- : . p waitin i : , G. R. Gahring and salesman 
ventory checks of fast-moving electrical quick sales eon and getting them sold, you just can’t Guillot discuss order based 
housewares. beat this combination. 449-67 on inventory check. 








Your Customers WANT the popular appliances... 


GRAYBAR ELECTRIC CO., INC. 
Executive Offices: 
Graybar Building, 420 Lexington, Ave., New York 17, N. Y¥. 
IN OVER 110 
PRINCIPAL CITIES 
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Who-o-0 has the 





A word to the Wise Dealer 
eeeee watch and wait! 
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idea for 55? | 


The wise dealer knows the 


Story 


is in Black & White—and then some! 





Get the 









coming soon... from 
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LOOK WHAT 
HAPPENS 


when STYLE and QUALITY 
WORKMANSHIP are combined 
with LOW PRICE... 


OUT OF 
EVERY 





made in U. S. is made by 


For TOP VALUE to customers and PROFIT 
to you; push Son-Chief Automatic Toasters. They 


have one of the lowest return ratios in the entire 


industry. 


MAGIC 
MAID 


AUTOMATIC POP-UP TOASTER 


A new model (No. 664) at a sensationally 


low price. Beautifully styled, triple-chrome plate, 


hinged crumb tray, fully automatic toast color 


control. U. L. approved. 


OVER 40 YEARS OF MANUFACTURING “KNOW-HOW” 


SON-CHIEF Slcctrccs, Que. 


WINSTED, CONN. 
In Canada: Son-Chief Electrics, 64 Wellington St., W., Toronto 
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TEN 


AUTOMATIC TOASTERS 












NEW PRODUCTS .... IV Accessories 





ITl Converter 


Industrial Television, Inc. 

369 Lexington Ave., 

Clifton, N. J. 

Device: IT-150R Ultra-Tuner UHF 
converter. 

Selling Features: Micrometric, di- 
rect drive tuning with no sliding 
contacts; precision capacitors and 
conservative design for long tube 
life; “‘channelok” circuit accepts 
only desired UHF signal and auto- 
matically rejects unwanted chan- 
nels, VHF signals and other sources 
of interference. 

Other models in line include 
model IT-180R and IT-170R. 
Prices: I'T-150R, $18.95; I'T-180R, 
$24.95; IT-170R, $34.95. 


MILLER Pres-Test 


M. A. Miller Mfg. Co., 
Libertyville, Hl. 

Device: Miller Pres-Test card for 
testing phono needle wear. 

Selling Features: Card is placed 
on turntable, tone arm is placed 
over disc so needle rests on it and 
presses lightly to make a small im- 
pression on disc; card is then sent 
to Miller Co. where disc is checked 
with microscope and returned with 
laboratory report. 

Price: Card is available without 
cost; laboratory report, 25¢. 


SORE tA. 









JFD Antenna and Rotator 


JFD Mfg. Co., Inc., 

6101 16th Ave., 

Brooklyn, 4, N. Y. 

Device: “Redwood” antenna and 
a “Rotenna”’ rotator. 

Selling Features: ‘““Redwood” 2-bay 
UN102 and 4-bay UN104 offers 
complete channel 2 through 83 
reception without need for couplers 
or double lines. 

“Rotenna” features stop-watch 
tuning accuracy; cartridge type re- 
movable drive unit; “inline” mast 
collar construction; 390 deg. tra- 
verse and finger-tip piano control 
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console.; aluminum housing; ma- 
hogany finished control console 
operates on 2-tap system. 





DAVIS Dipole Kit 


Davis Electronics, 

Box 1247, 

Burbank, Calif. 

Device: Third Dipole Kit for Davis 
Super-Vision antenna. 

Selling Features: Super-Vision an- 
tenna, normally equipped with 2 
horizontal dipoles, which can be 
peaked for high or low channels 
by changing distance between 
them now has a kit that makes pos 
sible a greater gain increase on 
more channels—4, 5, 6, and 7 pat 
ticularly; kit contains extra dipole, 
accessories and instructions. 

Price: 9.75. 


TV Briefs 


Two new series of TV antenna 
wall mounts—WML and WMY 
are announced by Rohn Mfg. Co., 
116 Limestone, Bellevue, Peoria, 
Ill. Made of heavy duty steel pro 
tected with permanent type coating, 
the Y type is recommended where 
greater strength is required. 


. a 
ae an ¢ 
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Universal Woodcrafters, Inc., La 

Porte, Ind. introduces a 1954 ex- 

tension base for table TV sets. 

Model XB-50 extends from 19 to 

27-in. wide, is 174 in. high. 5-ply 

grained veneers in mahogany, « > 
limed oak or blond; comes com 

pletely set-up; equipped with ball 

bearing swivel casters. 








TV Spacephones for youngstsers, 
are offered by Hoffman Radio 
Corp., Hollywood, Calif., on 6 
1954 models. A special audio jack 
allows junior to don a “man-from- 
Mars” headset, then switch off 
main speakers; 4-way plug allows 
4 youngsters to tune in at once. 
Specially designed headsets for the 
hard-of-hearing (with separate vol- 
ume control) are also available. 











HERES A DEAL! 


FOOD WASTE DISPOSER 


2 rain SEIS 


. . When you sell a DeLuxe Cabinet Sink! 
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HERE'S THE STORY: 


You sell a profit-packed Youngstown Kitchens 

















- - DeLuxe model Cabinet Sink, Diana ensemble Siew een Riaees antbiinitiiey vids, Rtane semana dite: 42° tie, Bicnn eemuelilas 48" wide, 
sink, or Jet-Tower* Dishwasher at its regular 24” wide 36” wide deep bow! right or left drainboard right or left 





retail price. 

Your customer gets a regular $94.50** Youngs- 
town Kitchens Food Waste Disposer for only 
$29.95 extra—a saving of almost $70.00! 

And you can offer easy F.H.A. terms on the 
combination! 








Contact your Youngstown Kitchens distributor 
now. Get extra broadsides, window posters, a 














complete set of powerful mat ads. Diana ensemble sink, 42” wide, 48” Deluxe Diana-style 54” Deluxe Diana-style 
ye 4 ‘ : twin bowls Youngstown Kitchens Cabinet Sink Youngstown Kitchens Cabinet Sink 
Chere’s still time! 


BUT HURRY! 















































Oo senate 
>-- : 
*Reg US Pat Off —C=4 SS 
**Regularly $99 50 West and South Pa ~ ae SE 
<i ; (|) 

‘ é M4 4 at < 

MULLINS MANUFACTURING CORPORATION e WARREN, OHIO S : { 
66" Deluxe Diana-style Youngstown Kitchens Youngstown Kitchens 
World’s Largest Makers of Steel Kitchens Youngstown Kitchens Cabinet Sink Jet-Tower* Dishwasher Electric Sink 





CABINETS OF STEEL FOR LASTING APPEAL 
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HAVE A PROBLEM 


infroducing a new product 


...here’s help from the trade publication that 
can really give it. 


Does the demand-chicken come before the dis- 
tribution-egg? Or vice-versa .. . chicken-egg or 
egg-chicken? 


One thing you know .. . it helps to have the 
leading dealers and distributors aware of your 
new product before you advertise to the con- 
sumer ...even before your salesmen call on the 
trade! 


Only Electrical Merchandising has an edi- 
torial department which prints over 100 pages 
a year of news about new product lines. For 
25 years these pages have been the most authen- 
tic, historical record of these developments in 
the radio-television-appliance field. No blurbs. 
No cheesecake. But all the salient facts about 
new products being introduced by advertisers 
and non-advertisers, alike. 


Other features that make Electrical Merchan- 
dising by far the first in its field: 


1. An editor and field staff who are in per- 
sonal touch with daily operations in the 
industry ... who know more about the re- 
tail successes that are occurring every day 
than anybody else. You may need this 
know-how some day. 


® ELECTRICAL @ 


MERCHANDISING 


A McGRAW-HILL PUBLICATION, 330 WEST 42ND STREET, NEW YORK 36, N.Y. 
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2.A research department that is respected 
the length and breadth of the industry. It 
provides trend information and correla- 
tions of figures that no one else even at- 
tempts. The phone rings constantly in this 
office . . . people seeking information from 
a reliable source. 


3. A working panel of 366 carefully selected 
dealers located from coast to coast. When 
you want realistic marketing advice here 
are experienced retailers familiar with lo- 
cal sales problems who give such informa- 
tion just to this one trade publication in 
the field. 


4. Screened and selected subscribers ... (not 
everybody is permitted to buy Electrical 
Merchandising) ... more than 37,000 of 
them. If you know your trade, you'll rec- 
ognize these subscribers as an audience of 
leaders. 

Build yourself into the leading promotional pub- 
lication in the field where your new-product 
problems can be solved. Be a known factor to 
this audience, month in and month out. Concen- 
trate in Electrical Merchandising . . . where 
dominating space enables you to make the right 
impression on the cream of the trade. 


Electrical Merchandising comes first when it 
comes to introducing your new product. 


alone 
will 


cover the market alone 
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Are your 
ideas right 


or wrong 








.. about Tronrite volume and profits ? 


You’re a smart retailer. You act on facts . .. use them to 
build your business and profits. For your own good, then .. . 
and perhaps for the surprise of your life . . . compare your 
own ideas about selling Ironrite with these hard facts: 


You are right, if you think there is a big profit margin on Ironrite. 
In fact, it is one of the few major appliances on which the dollar 
yield to the dealer has actually increased since World War II... and 
that yield has always been one of the highest in the appliance field! 
When you sell an lIronrite, you make more money, and you keep 
more money. There are virtually no trade-ins to eat into your profits. 


You are wrong, if you think there are no volume possibilities in 
Ironrite. One distributor in a major city sold 1598 units during 
December 1953, alone. His dealers split up more than $150,000 
in gross profit in that one month! 


You are right, if you believe there is a big potential market for 
Ironrite. Present market saturation of ironers is only 10°,—a 
figure which is considered to be the “take-off point” for sales of an 
appliance. The golden days of Ironrite volume and profit are 
immediately ahead. 


You are wrong, if you classify Ironrite with other brands of 


YOU’LL BE RIGHT IF YOU 
You'll be right all the way if you decide to put real effort behind 
Ironrite from this point on. Here are some of the Ironrite pro- 
motional activities that will help you . 


National advertising. A consistent program of large-space adver- 
tising in the Ladies’ Home Journal will reach at least one in every 
six families in your community! 


Local-area advertising is spearheaded, wherever possible, by tele- 

vision programs and spots featuring actual Ironrite demonstra- 

tions. Newspaper and radio-spot campaigns blanket non-T'V areas 
. reinforce TV effort in other markets. 


Superb literature is available to you—all designed to give cus- 


GET 


ironers. Exclusive patents, covering Ironrite’s two completely 
usable open ends and Do-Al! ironing points, protect Ironrite’s 
design for another 17 years. These patents place [ronrite in a class 
by itself. 

In no other type of appliance does any one brand enjoy such 
dominant . . . protected . . . product superiority! 


You are right, if you consider Ironrite service costs to be low. No 
other appliance on the American market is better built than an 
Ironrite. The service costs are so low as to be negligible. Hundreds 
upon hundreds of Ironrites are still going strong after 25 years of 
weekly use! 


You are wrong, if you think it costs too much to teach your cus- 
tomers how to use an Ironrite. Remember that with most other 
appliances, such as television, there are installation costs which 
you consider as legitimate expenses of doing business. With Ironrite 
you save all these. Your installation is simply a matter of “plugging 
it in.” And you will find that it actually costs you less to give a 
complete home demonstration on Ironrite than it does just to 
install the average appliance! Reasonable indeed, when you con- 
sider that sales figures show an average of six Jronrite sales for every 
ten demonstrations! 


BEHIND ITRONRITE NOW! 


tomers complete selling information on the Ironrite Ironer. 


Seasonal promotions, beautifully timed and highly effective, help 
you accelerate Ironrite sales when the sales opportunities are 
biggest. 


Demonstrator training is provided by your distributor, who can 
show you how properly trained women can be devastating Ironrite 
“salesmen.” 


Why not get going on Ironrite today? Have a good talk with your local 
Ironrite distributor, or for further information, write: R. M. Gottleib, 
Vice-President in Charge of Sales, IRONRITE INC., Mt. Clemens, Mich. 


n rl | SC. . The appliance man’s appliance 
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ELECTRICAL APPLIANCE NEWS 


TRADE REPORT 









TED WEBER, JR. 





More Cracks in the “Copper Curtain’ 


From widely-scattered parts of the 
country last month came reports of 
new home-wiring financing projects 
designed to help the appliance dealer 
sell his products. 

Utilities in at least four states in- 
stituted “pay-as-you-go” rewiring cam- 
paigns, generally patterned after the 
Cincinnati Gas & Electric Co. pro- 
gram. 

In addition, at least one large bank 
now will finance whatever wiring is 
necessary to install an appliance which 
the bank also finances; a large appli- 
ance manufacturer's credit company 
will handle residential wiring loans in- 
dependent of appliance sales; and 
many phases of the electrical indus- 
try are pushing FHA Title I financing. 

The collective aim of these agen- 
cies is to make the cost of rewiring 
as painless as possible for the average 
home-owner, and to break the bad 
wiring bottleneck—the “copper cur- 
tain” —which threatens progress of the 
electrical industry. (See ELEcTRICAL 
MERCHANDISING, November, 1953, p. 
150.) 

PGE’s Big Show. Possibly the big- 
gest splash was made by the Portland 
General Electric Co., which kicked 
off its time-payment plan with a din- 
ner for 600 appliance dealers and sales- 
men in April. 

“It’s been 15 years since we’ve been 
together in close association in a com- 
mon effort in the business we're all 
concerned with — electric appliance 
sales,” said PGE sales manager C. W. 
Brissenden. : 

Shortly after the opening announce- 
ment, the area served by the utility 
learned of the campaign through color 
advertisements in the Oregon daily 
press, car cards and billboards, win- 
dow banners and radio and T'V pro- 
grams. PGE’s pitch to the consumer 
is strengthened with a contest offer- 
ing major appliances and a $3,000 
electric kitchen as prizes, and involv- 
ing the appliance dealer. 

The PGE wiring financing program, 
which will be permanent policy, en- 
ables PGE customers to acquire ade- 
quate home wiring on a 12, 24, or 
36-month time-payment plan at nor- 
mal FHA terms up to $350 and the 
charges will be added to their regular 
electric bill. 

How It Works. 


tions to the appliance dealers, the 
steps, upon learning lack of wiring is 
holding up a sale, are: 


In PGE’s instruc- 
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© Following the example set in Cincinnati, 
increasing numbers of utilities are setting 
up “pay-as-you-go” programs 


® Banks, independent financing agencies and 
various phases of the electrical industry 
move to spur better home wiring 


1. Determine if the prospect is a 
PGE customer and _property-owner 
rather than tenant. 

2. Explain the wiring financing 
terms, the low monthly terms which 
may be paid on the electric bill. 

3. Help the prospect contact an 
electrical contractor who can survey 
the job and prepare a cost estimate. 

PGE also ties in the appliance 
dealer directly by making it necessary 
to validate contest forms at the deal- 
er’s store in order for the consumer 
to be eligible to win an appliance. 
Dealer salesmen have a contest of 
their own. 

Wisconsin Plan. In the Middle 
West, two utilities also announced 
campaigns to stimulate better wiring. 
Wisconsin Electric Power Co. will 
finance installation wiring costs sepa- 
rate from the appliance, bill the cus- 
tomer on his regular electric bill. No 
down payment for the installation is 
required. 

Only the installation of an elec- 
tric range, electric water heater, elec- 
tric clothes dryer or room cooler can 
be financed under this special plan. 
If a customer wants to finance the 


appliance and installation on one con- 
tract, this must be done through the 
dealer’s regular financing channels. 

“Ad-A-Wire.” In Peoria, IIl., the 
Central Iilinois Light Co. announced 
inauguration of the “Ad-A-Wire” 
campaign, similar to other “pay-as- 
you-go” rewiring programs. 

The Peoria campaign was under- 
taken after a survey showed that FHA 
Title I loans were available in less 
than one-third of the area’s banks. 
Most rural banks had no financing 
plan at all, and some of the city banks 
indicated they were not interested in 
financing at the low FHA rates. 

Reddy in Arizona. A familiar utility 
character, “Reddy Kilowatt” was put 
to work in Arizona in connection with 
a wiring financing program started by 
the Arizona Public Service Co. of 
Phoenix. “Here’s the Missing Link in 
Major Appliance Merchandising,” says 
APS in a booklet aimed at interesting 
appliance dealers. It’s officially called 
the Phoenix Reddy Hook-Up Plan. 

Though the plan can be used to 
finance wiring costs for a major ap- 
pliance, light-conditioning or wiring 
required for Adequate Wiring Certifi- 


cation, the Phoenix Reddy Hook-Up 
Plan limits terms of repayment to two 
years. The utility bills customers sepa- 
rately for wiring repayment to avoid 
giving the impression there is any in- 
crease in power costs. 

“Liberal Arrangement.” ‘lhe Na- 
tional City Bank of New York also 
announced recently it had set up a 
“liberal arrangement” with selected 
appliance dealers whereby the cost of 
requisite “special” wiring can be in- 
cluded with financing the sale and in- 
stallation of such appliances as electric 
ranges, electric dryers, dishwashers, 
and air conditioning. 

The cost of “special” wiring (not 
to exceed 40 percent of the selling 
price of the appliance) is to be listed 
on the contract, separately. When 
wiring is included in a contract, the 
minimum down payment is 20 per- 
cent of the combined cost of the ap- 
pliance and wiring and the maximum 
number of months for repayment 
ranges as high as 36. 

General Electric Credit Co. also 
has quietly entered the house wiring 
financing field, according to the Na- 
tional Adequate Wiring Bureau. 
GECC has always included wiring 
costs necessary to install appliances 
in its time payment credit plan, but 
it set a new policy recently when it 
advised its 100 field offices that they 
could handle residential wiring loans 
independent of the appliance sale. 

Local electrical industry groups in 
various areas, including the Nebraska- 
Iowa Electrical Council in the Omaha 
region, have announced campaigns to 
make use of FHA Title I facilities. 





Three Approaches to the Problem of Financing Better Wiring 


1. THROUGH UTILITIES 
Increasing numbers of utilities will 
finance wiring modernization, 
usually known as “pay-as-you-go” 
rewiring. In such cases the utility 
reimburses the electrical contractor 
upon completion of the wiring im- 
provements, and the customer is 
billed a small amount on his regu- 
lar monthly electric bill. Terms 
vary with the individual utility. 


2. THROUGH BANKS 


Certain banks may finance special 
rewiring necessary with the pur- 
chase of a heavy-duty appliance. 
The National City Bank of New 
York will finance both the appli- 
ance and limited rewiring on the 
same contract in approved cases. 
Minimum down payment is 20 per- 
cent of the total cost of the appli- 
ance and rewiring. 


3. THROUGH FHA 

Under Title | of the Federal Hous- 
ing Act, up to $2,500 may be bor- 
rowed with 36 months to pay, at 
low interest rates. The entire wir- 
ing system must be modernized in 
order to obtain a loan. The loan 
is guaranteed by the government, 
and does not constitute a mortgage 
on the property being improved. 
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All aboard for the bi 
§ Heater promotion 
Sept 10 ct 


Comfort 
LAL 


Get your share of the heater traffic in 
the big selling season that’s just ahead 


Ho — 
a, ae a or Dona money-making benefits of this 
- - ng Coleman 
- promotion. I 
ot wenn 8880 indoors and out with (1) ANY Hh ya oon 
oem : and (2) free gift of Wool o’ the West blanket — 
yo ore acon share comfort in the eztra profit this - 
See tentaes weg cre suena program nationally ee 
y ry a nation-wide distributor 
a — distributor for all the facts. See sataat be. — 
eman Company, Inc., Dept. 952-EM, Wichita ronal 


of yp 
gllig 











69" 


e big seller. 
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of Sales Aids 


THE TOOL BOX for Profits 


ive program with factory 














VALUABLE PREMIUM CLOSER 


ith 
A $12.95 ALL-PURPOSE 100% wee wi 
carrying ca and shoulder strap- “0 
by Wool o’ the West! You give = 
FREE with every heater sold. A strong 


\ler! 
customer pulle 


A generous co-operat 
and distributor supporting your sales. Includes 
display packages, giant colorful broadsides, 
radio spot announcements to bring custom- 
ers in. Also free newspaper mats for local 


advertising. 


oe BMT, 
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Alabama 
Alabama Appliance Co., Inc 
First Ave. N. at 13th St 
Birmingham 
Arkansas 
Gunn Distributing Company, Inc 
600 E. Markham St., Little Rock 
California 
The Coleman Company, Inc 
6506 S. Stanford Ave 
Los Angeles 
The Coleman Company, Inc 
195 Rhode Island St 
San Francisco 
Colorado 
B. K. Sweeney Company 
1601 Twenty-third St., Denver 
Cennecticut 
Roskin Distributors, inc 
275 Park Ave., E. Hartford 
D.C 
Mid-Atlantic Appliances, Inc 
2046 W. Virginia Ave., N_E 
Washington 
Florida 
Pearce & Johnson, inc 
218 E. Bay St., Jacksonville 
J. D. Johnson Company 
16 West Gregory St., Pensacola 
1. W. Phillips & Company 
Morgan & Bell Sts., Tampa 
Georgia 
Appliances, Incorporated 
501 Stewart Ave., S.W., Atlanta 
iinois 
Robert Barclay, inc 
1234 W. Fulton St., Chicago 
Triangle Industries Corporation 
600 W. Adams St., Chicago 
The Crum Distributing Company 
732 N. Monroe St., Decatur 
Hardware Products Company 
Sterling 
Indiana 
Femco Corporation 
1825 W. Main St., Fort Wayne 
Central Supply Company 
210 S. Capitol Ave., indianapolis 
Femco, Incorporated 
1503 Prairie Ave., South Bend 
lowa 
G. J. Timmermann & Company 
114-116 Western Ave 
Davenport 
Sidies Company 
8 Seventh St, Des Moines 
Kansas 
Siebert & Willis, Inc 
149 North Rock island, Wichita 
Kentucky 
Valley Distributing Company 
912 Baxter Ave., Louisville 
Louisiana 
Walther Brothers Company, Inc 
1722 Poydras at Willow St 
New Orleans 
Maine 
Nelson & Small, Inc 
68-78 Union St., Portiand 
Maryland 
United Supply Corporation 
2600 N. Howard St., Baltimore 
Massachusetts 
Bigelow & Dowse Company 
P.O. Box 95, Back Bay Station 
Boston 
Michigan 
Semmier Wholesale Supply Co 
5100 St. Joan, Detroit 
Buhi Sons Company 
246 Grandville Ave., S.W 
Grand Rapids 
Semmier Wholesale Supply Co.‘ 
1840 Sheridan, Saginaw 
Minnesota 
Marshall-Welis Company 
P.O. Box 39, Lake Ave. South 
Duluth 
Marshail-Wells Company 
640 N. Prior Ave., St. Paul 
Missouri 
Columbian Electrical Company 
2603 Grand Ave., Kansas City 
Holiander & Company, inc 
3900 W. Pine Bivd., St. Louis 
General Wesco Distributing Co 
521 N. Jefferson, Springfield 


Coleman Distributors 


Montana 
Marshali-Wells Company 

1300 E. 6th St., Billings 
Nebraska 
Sidies Company 

502 S. 19th St., Omaha 
Nevada 
Osborne & Dermody, Inc 

253 Chestnut St., Reno 
New Mexico 
Albuquerque Lumber Company 

501 N. First St., Albuquerque 
New York 
Roskin Brothers, Inc 

1827 Broadway, Albany 
Lee Distributing Company 

845 Washington, Buffalo 
Jericho Plumbers Supply Co 

Jericho Turnpike (Rt. 25 

Centereach, L.! 

Roskin Brothers, Inc 

115 Wisner Ave., Middieiown 
O'Donnell Heating & Air 

Conditioning Co., Inc 

348-382 W. Fayette St., Syracuse 
North Carolina 
Shaw Distributing Company 

205 W. First St., Charlotte 
Ohio 
Hughes-Peters, Inc 

1128 Sycamore, Cincinnati 
The Shuler Radiant Company 

2114 Woodiand Ave., Cleveland 
Hughes-Peters, Inc 

111-117 East Long St., Columbus 
The York Supply Company 

531 E. Third St., Dayton 
The Joseph B. Smith Company 

1945 Franklin Ave., Toledo 
Oklahoma 
Dulaney’s 

825 N.W. Second St 

Oklahoma City 
Oregon 
Marshali-Wells Company 

1420 N.W. Lovejoy, Portiand 

Pennsylvania 

The Coleman Company, inc 
133-143 W. Hunting Park Ave 

Philadelphia 
Anchor Distributing Company 

955 Liberty Ave., Pittsburgh 
Rhode Island 
Lenz-Knight Company, Inc 

80 W. Exchange St., Providence 
South Dakota 
Power City Radio Company 

209 S. First Ave., Sioux Falls 

Tennessee 

C. M. McCiung & Company, inc 
501-509 W. Jackson Ave 
Knoxville 

McGregor's, Incorporated 
1071 Union Ave., Memphis 

Radio and Appliance Corporation 
No. | Cummins Station 
Nashville 

Texas 
Amarillo Hardware Company 
600-22 Grant St., Amarillo 

Radio City Distributing Company 
720 S. Austin St., Dallas 
W. G. Walz Company 
500 San Francisco St., El Paso 
Edwin Flato Company 
914 Calhoun Road, Houston 
Straus-Frank Company 
301 S. Flores St., San Antonio 
Utah 
Strevell-Paterson Hardware Co 
126 S. W. Temple, Salt Lake City 
Vermont 
W. C. Landon & Company 
21 Evelyn St., Rutiand 

Virginia 

R. F. Trant, Inc. 

924 W. 2ist St., Norfolk 
Washington 
Marshaill-Wells Company 

1258 First Ave., South, Seattle 
Marshall-Wells Company 

131 E. Main St., Spokane 
West Virginia 
Van Zandt Supply Company 

1123 Fourth Ave., Huntington 
Wisconsin 
Wisconsin Heating Distributors 

1518 E. North Ave., Milwaukee 


Comfort costs so little 
with a 
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ULTRA-MODERN new kitchen and laundry is important part of modernization 
work done on farm of Mr. and Mrs. John Stamy by editors of “Farm Journal” as 
part of magazine’s observance of Light’s Diamond Jubilee. 


Down on the Farm... 


... there are more applications for electricity 
than you think and Farm Journal has used them all 
on a single farm to celebrate light’s diamond jubilee 


A dramatic demonstration of how 
widely electricity can be utilized on 
the farm is the theme of a special sec- 
tion being incorporated in the Sep- 
tember issue of Farm Journal. 

Although the story is built around 
the experience of a single farm family 
in Pennsylvania, retailers throughout 
the country are expected to feel the im- 
pact of the promotion, since many 
utilities and manufacturers probably 
tie-in with the Farm Journal program. 

Basically, the magazine has set out 
to show how extensively electricity can 
be used in simplifying farm work and 
rural living. The promotion was in- 
spired by this year’s celebration of 
Light’s Diamond Jubilee and has 
benefited from the cooperation of 
NEMA, of the National Electrical 
Contractors Assn. and of utilities. 

In the Diamond Jubilee farm, all 
of the applications of electricity 
which a farmer might plan on making 
use of over a 10 to 15 year period 
have been installed at one time. While 
the editors of Farm Journal admit that 
few farmers would have the capital 
to duplicate the complete electrifica- 
tion program undertaken on the Dia- 
mond Jubilee farm, they feel that the 
impact of such an installation on a 
single farm will dramatize the con- 
tribution electricity can make to rural 
living. 

The editors also point out that every 
one of the improvements made on 
the Diamond Jubilee farm is a prac- 


1954 


tical one and that no appliance or 
piece of equipment has been added 
merely to enhance the story. 

The magazine’s editors feel that 
electrification of a farm produces tan- 
gible results in a fuller life for the 
farm family and, acting on this con- 
viction, they have thoroughly mod- 
ernized the electrical conveniences in 
the farm-house. A complete kitchen 
and laundry and modern lighting 
throughout the house are served by 
52 circuits. 

Tie-in promotional material in the 
form of counter cards and window 
and wall streamers are being furnished 
utilities and manufacturers by Farm 
Journal. The magazine is also fur- 
nishing pre-prints of the special 32- 
page section. 


New Air Cleaner 


An electronic room air cleaner, de- 
signed to give relief to hay fever and 
asthma sufferers, has been developed 
by Raytheon. 

The “Micronaire” electrostatic air 
cleaner, carrying a suggested list price 
of about $220, will be sold through 
175 medical supply houses around 
the country. 

Raytheon reported field tests of 
the new air cleaner had resulted in 
overwhelming evidence that the “Mi- 
cronaire” would give relief to allergy 
sufferers. 
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3-, 4-, 5- and 6-ft., type SR 
range cable. Two #6 and 


for long-time water-rep 


Series #5533, utilizing a 


with “L” shaped groundi 
primarily for application 


ratories. Individually pack 
that serves as a shipping 


cord sets 


for Lamps, Radios, Small 
Appliances 


SP-1 
molded-on plastic pl 


%" Hanked, with 
Green Cord Set label 
plied. 


Tools, Mixers, etc. 
6-, 10- and 20-ft., 


end jacket remov 
conductors stripped 


for Trouble Lights, Small 
otors, Tools, ° 
6-, and 20-ft., 
16/30 $J black cord 
molded-on plug oat 


removed 2”; conduc 


applied. 


Support you 





50 Church Street, Ne 





range cord sets 





Equipped with suitable terminals and metal 
strain relief. Each cord individually boxed. 


Data sheets on request 


electric 
drye 


cord sets 


three pole angle rubber plug equipped 


or type SR range cable. Rated at 30 amperes 
250 volts, approved by Underwriters’ Labo- 


replacement 


6-, 8- and 10-ft., 18/2 type 


brown cord, wit 


Appliance end stripped 


for Vacuum Cleaners, Small 
18/2 


type SV black cord, with 
molded-on plug. eae 


Hanked, with UL Green 
Cord Set label applied. 


end. Appliance end jacket 


strip) 1” Hanked, with 
UL Green Cord Set label 


ALSO » 


Adequate Wiring Bureau program 


CORNISH WIRE COMPANY, 


























rubber covered 
one #8 conduc- 
tors for 50 amp., or two #8 and one #10 
conductors for 35 amp. service. CORNISH 
#500 molded-on plug vulcanized to cable 


ellent security. 
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Aluminum Cooking Utensil Co., Inc. 418-20-22 


Aluminum Goods Mfg. Co 445-47-49-5] 
Appliance Corp. of America . a 
Aristocrat Clock Co .. .423 
Arvin Industries, Inc 583-84-681 
Automatic Controls Corp 1604 
Babcock & Preuss .625-27 
Berns Mfg. Co .. 1522 


Bersted Mfg. Co., Div. of McGraw Elec- 


tric Co. 406-08 
Bissell Carpet Sweeper Co 503-601 
Block & Co 672-74-76 
Borg-Erickson Corp. 645-47 
Brearley Co. 316-18 
Burgess Vibrocrafters, Inc 915 
Camfield Mfg. Co 171-73-75 
Capito! Products Co., Inc 1125-27 


568-70-72-74-76 
of The Silex Co. 


Casco Products Corp 
Chicago Electric, Diy 


444-46-48 
Clark Co., J. R 612-14-16 
Club Aluminum Products Co. . .315-17-19-21 
Conco Engineering Works 625-27 
Continental Scale Corp 332-34 
Corning Glass Works 526-28-30 
Cory Corp. 514-16-18-20-22-24 
Davis Mfg. Co 648-50 
Dazey Corp. 513-15 
Detecto Scales, Inc. 102-201 -02 
Dominion Electric Corp 469-71-73 


Dorby Co. 763 
Dormeyer Corp. 549-51-53-55 
Du Pont de Nemours & Co., Inc., E. 1. 1249-51 


Duralux Co. 354 
Eastern Metal Products Co 1300-01 
Ekco Products Co 301-02-03 
Electric Steam Radiator Corp 106-08 
Enterprise Aluminum Co 206-08-10 
Enterprise Mfg. Co. of Pa 751 
Everedy Co. 668-70 
Farber, Inc., S. W 407-09-11 
Federal Tool Corp 615-17-19 
Finders Mfg. Co . 607-09 
Foley Mfg. Co 307-09 
Forman Family, Inc 1152-54 


Fresh‘nd-Aire Co., Div. of Cory Corp. 
514-16-18-20-22-24 
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The Big Show Gets Bigger 


Buyers who have been awed at the number of House- 
wares Show exhibitors annually crowded into the Conven- 
tion Hall at Atlantic City will find something new has been 
added this summer to make the big show even bigger. 

Exhibitors will take over the ballroom on the balcony 
level this July 12-16, permitting more exhibit space than 
ever before. Previously only the two main levels of the 
auditorium were used. 

Acquisition of the additional space will make it possible 
for a record 590 manufacturers to display their lines of 
merchandise to an estimated 7,000 buyers, according to the 
Manufacturers Association. It will 
make the 21st national exhibit the largest in history. 

In recognition of the type of weather buyers can expect in 
July, the ballroom level has recently been air conditioned. 
It is easily reached from the main lobby on the Boardwalk 
level by means of two wide ramps. 


National Housewares 


Buyers also will be able to flee the heat across the other 
side of the Boardwalk—toward the beaches and the Atlantiec- 





General Electric Co., Small Appliance Lisk-Savory Corp. 538-40 


Div. 282-83-84-381-82-83 Lux Clock Mfg. Co., Inc... 
Geuder, Paeschke & Frey Co 270-72 Manning Bowman Div., McGraw Electric 
Gits Molding Corp 257) Go. . rhs _. .523-25-27-29-31 
Haddon Products, Inc 940 Markel Electric Products, Inc....... 1707-09 


Hamilton Mfg. Corp 179-180-82-281  Marlun Mfg. Co., Inc....... 1020-22 
Henkscraft Co. 1620 Mastercrafters Clock Co............. 1116 
Hollywood Kitchens Sales & Mfg. Co....1358 Metal Ware Corp.................--. 1100 
Meever Ce. 484-581-82 Meyer & Sons, Inc., W. F.............. 644 
EN Mi ss occa oy he bedess 255 
International Appliance Corp 621-23 Mimar Products, Inc.............. 1412-14 
Jay Broiler Co., Div. Roto Broil Corp. of Monsanto Chemical Co.........1625-27-29 
America 1723-25 Nesco, Inc. crea eEs. kia 229-31-33-35 
Jet-O-Mat, Inc. . 833 Nicro Steel Products Co., Div. of Cory 
Kalamazoo Vegetable Parchment Co... .536 Corp. A gedit 514-16-18-20-22-24 
Kamkep, Inc. RE th, Neen ERT Le Oe 745-47 
KitchenAid Elec. Housewares Div., Ho- Norris- Thermador Corp. ... .... 1614-16 
Northern Electric Co................. 1044 
bart Mfg. Co -.515-17 tone. | 141-43-4 
Knapp-Monarch Co. 424-26-28-30 wit.” =ipiensa Seca atcha eee 43-45 
Landers, Frary & Clark 333-35-37-39-41 Oster Mfg. Co., John ... 1717-19-21 
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ATLANTIC CITY 
July 12—July 16 


' 
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Paragon Electric Co. 1029-31 
Peerless Electric Inc 1600-01-02 
Plastray Corp. . 1033-35 
Proctor Electric Co. 1531-32-33 


Ransburg Co., Inc., Harper J.714-16-18-20-22 
Regal Ware, Inc : 245-47 
Republic Molding Corp 675-77 
Revere Copper and Brass Inc., Rome 


Mfg. Co. 506-08-10-12 
Rival Mfg. Co 472-74-76 
Robeson Rochester Corp 800 
Rotiss-O-Mat Corp. 1606 
Salmanson & Co., Inc. 681 -82-83-84 
Seal Sac, Inc. 356-58 
Sessions Clock Co . 1302-03 
Seth Thomas Clocks. 1001 
Signal Electric Mfg. Co 1609-11 
Silex Co., The 450-52-54 
Son-Chief Electrics, Inc .211-13 


Sperti-Farady, Inc., Cooper Hewitt Elec- 


a 268 
Stern-Brown, Inc. - . 532-34 
Superior Electric Products Corp 312 
Supreme Products, Inc 1727-29 
Swing-A-Way Mfg. Co 564-66 
Taylor Instrument Companies 360-62 


Telechron Dept., General Electric Co.274-76 
Textile Mills Co 228-30 
Titan Mfg. Co., Inc 935-37 
Toastmaster Products Div., McGraw 
Electric Co. . 523-25-27-29-31 
Tricolator Co., Inc 1112-14 
Tropic-Aire Inc., McGraw Electric Co. 
523-25-27-29-31 


U. S. Mfg. Co 633-35-37 
Vollrath Co. ; 351-53 
Wagner Mfg. Co., E. R 468-70 
Waring Products Corp... 702-04-06 
Welmaid Products, Inc....... 344-46 
West Bend Aluminum Co 544-46 


Westinghouse Electric Corp. 
738-40-42-44-46-48 


Wooster Rubber Co 368-70-72 


ELECTRICAL MERCHANDISING ®* has prepared 
these partial listings from information provided 
by the managements of the National Housewares 
Mfrs. Assn. and has made every effort to include 
all names of interest to the appliance, electric 
housewares, radio and television industries, but 
takes no responsibility for errors or omissions. 
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NATIONAL A " 








gives you faster turnover in 


RCA BOUEH-B00R00 


Tape Recorders 





There’s a big market for RCA Tape Recorders 
.and RCA helps you go after it with the YOU GET REPEAT PROFITS TOO 


most complete advertising and promotion cam- from RCA’s full line of Tape Recorder 





Accessories... RCA Sound Tape .. . Reel-Tab 
adhesive labels... Carry-All tape carrier... 
full story now from your RCA DISTR IBUTOR. Cover-All recorder cover . . . Console-Speaker. 


paign ever put behind any tape recorder. Get the 





SEE RCA’S BIG NEW TAPE RECORDER LINE AT THE NAMM SHOW—CHICAGO—JULY 


RADIO CORPORATION of AMERICA 


® ENGINEERING PRODUCTS DIVISION CAMDEN, N. J. 
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Will they think about you 
when they read about this? 





DIAMOND JUBILEE = 
| FARM Millions of lights will burn late on the 


representing 75 yfon | ee night of August 23rd and for many, many 
_ of electrical progress 


John F. Stamy Jr. & Sons 


farming ape nights to come. 

) : ee ! . Down every rural route in every com- 
munity, farm families will be reading the 
fabulous story of the John Stamy family 
and their Diamond Jubilee Farm. 

Eight months and more than 100 thou- 
sand dollars ago, the leaders of your giant 
industry and the editors of the nation’s 
biggest and most influential farm magazine 
began the story that is going to make 
history on the farm, in your store. 

A special section in the September issue 
of FARM JOURNAL, with color pictures 
galore, will tell the story of all the advan- 
tages that come with total farm and farm 
home electrification. It will stimulate the 
interests and appetites of farm families in 
every community to farm better, live 
better, electrically. 

The electrical industry provided time, 
labor and equipment. FARM JOURNAL will 
dramatically present the story to most of 
the best farm families in your own trading 
area. Now it’s up to you! 

You’ll be getting help and suggestions 
from manufacturers, distributors and your 
local utility. Check with us too, for special 
point of sale display material. Make certain 
the thousands of FARM JOURNAL readers 
in your trading area think of you and the 
products and services you sell, to farm 
better, live better, electrically. 


FARM JOURNAL 


Rural Electrification Division 
Washington Square 
Phila. 5, Pa. 
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AIR CONDITIONER 


TO YOUR PEAK SEASON 


~~, 
>. 
— 


Fair traded . . . 49.95 with top 


mark-up! Or use as lea 


der for 


all type air conditioner sales! 


Pre-tested smash success in 
N.Y. department stores. No 
roltol LPMMaloMlariieliiolilolimmm olin 
pletely portable. Clean to 
stock, clean to sell. Con 


sumer ads, display 


s, bro 


chures make sure-fire pack 


age. Comes 


oko kel @-2e mn 


colorful carry-out carton 


To[-te] Mie] Mme |e amaer: 
-counter, floor d 


Full yr 
proved. Operates 
ard AC. Get full 
foleloha 


IMMEDIATE DELI 


warranty, 


22 Jericho Tpke, Mineola, L. |., 
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RADIO-TV 








UHF Pleads Its 





Case 


A Congressional committee hears testimony on 
the poor financial state of the UHF broadcasting 
industry, but little relief appears in sight 


The “have-nots” of the television 
industry, UHF broadcasters, took their 
case to Congress last month in an at- 
tempt to find some means of getting 
out of their economic strait-jacket. 

By mid-June, however, with more 
hearings scheduled, it did not seem 
likely that any action would be taken 
that could change the UHF dilem- 
ma for the better in the near future, 
the McGraw-Hill Washington  bu- 
reau reported. 

The one definite step that could 
have been taken quickly—the elim- 
ination of the 10 percent excise tax 
on UHF receivers and converters 
got a solid knock in the head from 
the Senate finance committee which 
was considering the big tax revision 
bill. Since this proposal was not in 
the bill as it passed the House, failure 
of the Senate committee to adopt the 
proposal killed its chances. 

“Receiver Problem.” In testimony 
before a subcommittee of the Inter- 
state Foreign Commerce committee, 
Chairman Rosel Hyde of the FCC 
stated that the “receiver problem”’ is 
the biggest obstacle the UHF broad- 
caster has to lick. But the expansion 
of UHF broadcasting is caught in 
a vicious circle that operates in favor 
of VHF. Congress and the FCC 
would like to break it— and the UHF 
broadcasters demand it—but so far 
none has come up with the answer 
that holds much promise. 

It goes like this: UHF broadcasters 
can’t compete for audience or adver- 
tising revenue if their market can be 
reached by a VHF broadcaster. Rea- 


_ Stromberg-Carlson’s Color 


FIRST COLOR TELEVISION receiver from Stromberg-Carlson production line is 


son: consumers either already have a 
VHF set, or if given a choice will buy 
a VHF-only set because it’s cheaper 
and because the VHF station has the 
popular network programs. The VHF 
stations have the popular programs 
because the VHF stations can cover 
a wider area, and in the area the cus 
tomers have VHF-only sets, rather 
than UHF-sets. 

The UHF broadcasters underscored 
the statistics put in by FCC to show 
how poorly the UHF broadcasters are 
doing financially. The figures showed: 

Only 15 percent of the new UHF 
stations are making a profit, compared 
to 37 percent of the VHF stations. 

Big Losses. During the first quar- 
ter of this year, 60 percent of the new 
UHF stations showed “substantial 
monthly losses,” compared to 25 per- 
cent of the new VHF stations—and 
the losses of the UHF stations are 


larger. 
Of the companies or persons 
who got telecasting permits but 


turned them in without using them, 
64 were UHF channels, only 13 VHF. 
Of the 12 who quit after getting on 
the air, 10 were UHF stations, only 
two VHF. 

One big stumbling block of the 
UHF has been the lack of technical 
progress in strengthening the UHF 
signal. When FCC was being urged 
to allocate additional channels for 
UHF TY, the broadcasters were prac 
tically promised—and FCC accepted 
it as true—that by the time they were 
ready to go on the air, the new trans- 
mitting equipment would permit 


% 


examined by Clifford Hunt (right), radio-television general manager; and Rudolph 


JULY, 


Miller, assistant chief engineer. Set with 15-inch picture tube lists at $995. 
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automatic electric 


WATER HEATERS 


Join the profit-wise dealers who are cashing in on the DWW line. These 
outstanding water heaters have the top performance record your cus- 
tomers want—that’s why DWW dealers all over the country are watching 
sales mount as satisfied owners spread the news about all the wonderful 
service and value built into every DWW water heater. So make the 
ever-increasing popularity of DWW work for you. It’s your most direct 
line to profits! 


Chromalox immersion heating unit @ Easily removable porthole cover @ Cathodic 
protection by magnesium rod @ Heavy legs for sturdy support @ Inlet and drain 
located to offer greatest installation convenience @ Heat trap to prevent back 
circulation in piping @ Double extra-heavy galvanized steel tank © Underwriters’ 
approved heavy wiring @ Precision engineering @ Upright models to conserve floor 
space, table top for extra work space @ Advanced design @ Adjustable thermostats. 


Exclusive baffle at cold water inlet prevents mixing of hot water 
with incoming cold, insuring constantly even water temperature 
and greater economy of operation. 


@ QUICK CONSTANT HOT WATER e HEAVY FIBERGLAS INSULATION 


e LONG TROUBLE-FREE SERVICE © MODERN SPARKLING BAKED ENAMEL JACKET 


@ LOW-COST OPERATION e SAFETY AND CLEANLINESS 


A TYPE AND SIZE 
FOR EVERY 
PURPOSE 








NEW! DWW STEELGLAS 
THE GLASS LINED AUTOMATIC 

GAS WATER HEATER 
Liberal 10 Year Guarantee on 
Extra-Heavy, Copper Bearing Gal- 
vanized Steel Tanks When Or- 
dered with Cathodic Protection. 


DWW manufactures a 1 year, 5 year, 
10 year and Stone Lined Water Heater 
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America’s most 
compact 17” TV —— 


Wipb a LE 
with new WIDE-ANGLE 


sells itself at 


= Most saleable “leader” in TV! 95 
# A natural for “second-set” 
buyers! 


Space-saver Model 1060 


Over 60 New Emerson TV Models!...17”, 21” and 27” Screens!...Table 
hn | 
s® s 









Pe 


World’s only truly *€ cmersot ® 
“PORTABLE TV”! S eyisllE s 


You CAN take it with you... ee 
wherever you go! 


® Biggest news in TV since color! 
* Opens up an entirely new market! 


* Terrific demonstrator! A stopper in 
window and interior display! 


# Conversation piece! Crowd-puller! 
* Another answer to the “second-set”! 








® Model 1030, $150.00 


So Compact! So Light! 
Emerson’s Portable is only 








™ = 12” high, 15” wide! 
,awet: 7 
pn Nt (4 21” TVin Five 
- Exes 2s” Decoright Finishes 


be--"" 
as low as = Match every customer’s furniture! 


95 = Gives you the ‘“‘finish” to close 
every sale! 
= All-wood cabinets...not just plastic 
or metal! 


Model 1084 illustrate: — $199.95 















Prices slightly higher in South and West. 
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LISTEN TO ALL CLAIMS...AND PROVE 





° ° Co 'P. to lf—E i 
Now...enjoy the industry’s ee eee ae ee 
you more to sell! New exciting exclusives, backed 
+4 4 ° by big-space ads in America’s leading magazines. 
I m y 
“ ggest profit argins! Cash They’ll tell millions of people, as 
- . ? 
in on every TV and Radio they blanket your town, about Emerson’s 
exclusive Style, Performance and Value features. 
market with Emerson’s exclu- They’ll convince these people that it’s wise to 


shop Emerson, smart to own Emerson. 


sive models, fabulous new 


And every sale means money in the bank for 


. ’ : 
t you—Emerson’s profit margins are the 
features, and lowest prices m healthiest in the business. Shop, Look, Listen... 


then GO with Emerson for profit in '55! 






































i s . a -« 
° ‘ \S\ 4 Over 40 portables, clock radios, phonos, radio-phono 3 
Ez XU. oot combinations and table models, priced from $] 4’ F 
eo s * s® —, 
se o® s = te & 
re L a® | Emerson 
full-powered __ Emerson Emerson 
Greatest Model 811 — HiFi Radio, 
a at a fabulous priced from Model 812, 
Radio Line $149 $1995 $2995 
in 
-imerson Emerson Bmeren 
3-Speaker “Pocket Radio”, Emerson 
Hist High Fidelity rem gree priced from. i 
istory = = a $2495 





REMEMBER THE SENSATIONAL EMERSON 2-4-8 MERCHANDISING BONUS? 
WELL, THAT WAS ONLY THE BEGINNING! 


Now... Ask Your Distributor About Emerson’s New 3-D Profit Program: 


DIVIDEND DOLLARS for DEALERS! 





ey EMERSON RADIO & PHONOGRAPH CORP., N.Y., U.S.A. 
*Reg. U.S. Pat. Off Over 15,000,000 satisfied owners prove Emerson is America’s Best Buy! 


EMERSON ... Famous since 1915 as ENGINEERS and PRODUCERS of QUALITY Television * Radios « Phonographs « High Fidelity Instruments * Air Conditioners * Other Precision Electronic Equipment 
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Plain talk about 


opus? 


the range that delivers more 
cooking satisfaction 
per dollar 


What you sell when you sell this 
Enterprise: 


You sell the biggest oven on the market... 
double-glass sweatproof window, inside light- 
ing. You sell Monotube top units with seven 
cooking speeds. You sell automatic clock- 
controlled timing for oven, appliance outlef. 
You sell lifetime porcelain inside and out. You 
sell guaranteed merchandise that won't come 
back to a customer who will, because Enterprise 
gives her more cooking satisfaction per dollar 
than any other range. 


What you get when you sell Enterprise: 


Profit, increased volume. You set your own 
profit margin, have plenty of latitude for 
trading. Volume? Yes. Because you can sell 
Enterprise for a price that fits every budget. 
Compare Enterprise with more expensive ‘big 
name’ lines. One look will convince you we're 
talking good common sense when we say that 
Enterprise delivers more cooking satisfaction 
per dollar than any other range. 








Write today for full information 


PHILLIPS & BUTTORFF MANUFACTURING COMPANY 


NASHVILLE, TENNESSEE 














MODEL 8305 
SINGLE OVEN 


MODEL 39384 
DOUBLE OVEN 


MODEL 4382 
SINGLE OVEN 


MODEL 7201 
APARTMENT SIZE 
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them to put as powerful a signal, as 
clear a picture, as could be gotten 
with VHF. This has not been true; 
tactical improvements have been 
— slow in coming. 

ere are some of the proposals be- 
ing considered as an answer to the 
UHF situation: 

. . . A complete reallocation of 
TV channels to make each market 
area either all UHF or all VHF. 

. - - A complete reallocation of 
channels to make all TV _ broadcast 
on UHF. 

..- A rule which would hold down 
the power of VHF stations so that 
they could not penetrate the market 
area of nearby UHF towns with a 
UHF station. 

. . Permit UHF broadcaster to 
use “booster” or “satellite” stations 
so that he can better cover his mar- 
ket area. 

. . . A revision of the rules which 
would permit networks to own more 
stations (maximum now is five) if 
some of these stations are UHF sta- 
tions. 

Far From Certain. Right now this 
last proposal seems to have the most 
promise of early action. But even 
this is very far from a certainty. 

In general, FCC seems to be stick- 
ing by its present UHF-VHF alloca- 
tion plat. The Commission con- 
tends that this pattern is the only 
one that will permit a nation-wide 
TV service that will give both the 
large and small towns the maximum 
possible number of TV channels. 

The UHF broadcasters say all this 
is fine, but that in fact this allocation 
system and FCC rules are the very 
things that are putting them out of 
business. 


New Service Policy 


General Electric’s standard 90-day 
factory warranty on radio receivers has 
been extended to include labor charges 
as well as parts. 

The new policy, described as the 
industry’s first, was announced by 
William L. Parkinson, product serv- 
ice manager for GE radio-TV. 

The new parts and labor warranty 
will give effective assistance to those 
retail radio outlets which need inde- 
pendent service organizations to make 
repairs, Parkinson said. 

Two new radio distributor agree- 
ments will be executed to cover the 
warranty extension. One will cover 
sale of G-E radio models. Another 
will cover service and repair activities. 
Those who execute G-E agreements 
for service and repair will be known 
as “factory approved radio service sta- 
tions,” Parkinson said. 


Drops Small Screen 


Andrea Radio Corp. has dropped 
production of a 15-inch pilot color 
TV set and will have a 19-inch set 
available for sale this fall, it was an- 
nounced last month. 

Frank A. D. Andrea, president, said 
. . . developments in the television 
field have confirmed my earlier con- 
victions to the effect that a small 
screen would not sell and is not a prac- 
tical investment.” 





















GENERAL ELECTRIC ANNOUNCES — 


Special Limited Offer to 
Boost Summer Sales! 











BB. Completely automatic! The Visualizer Fabric-dial selects the | HUR RY. 4 
: e 


perfect temperature for all kinds of fabrics. 


Heats ina jiffy ! Actually takes only a few seconds to reach proper | Order your supply today! Only a 
ironing heat. ;: limited number of these irons are 
being manufactured, so be sure 


Light, light weight! Only 214 pounds—makes for easier han- = you’re ready when your customers 
dling, less back-breaking work. | ask to see them. General Electric 


Company, Small Appliance Divi- 
Large ironing surface! Heat is evenly distributed over 2714 sion, Bridgeport 2, Connecticut. 
square inches of ironing surface, means fewer strokes are needed to do 
the job. 





Handy button-nooks! Make it easier to iron around trouble- 
some buttons. 


* Manufacturer’s recommended retail 
or Fair Trade price. 


Progress (s our most important product 


GENERAL @@ ELECTRIC 
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Super Success Story 


Crosley prefaces the introduction of its new 
21-inch Super V set by releasing figures which show 
how well its 17-inch counterpart has been accepted 


Crosley last month took the wraps 
off its new 21-inch Super V TV set. 

But newsmen, invited to a press 
luncheon in New York in early June, 
didn’t get many details about the 
21-inch newcomer until company 
officials had filled them in on the suc- 
cess story being written by the 17-inch 
Super \ 

Vice-president Leonard Cramer re- 
minded the press that it was only four 
months ago that Crosley showed its 
first Super V—a vertical chassis set 
which carried basic list price of 
$139.95. Since that time the recep- 
tion of the Super V in various local 
introductions and the imitation of 
the model by other set makers had 
made it obvious that Crosley had hit 
the jack-pot. Last month Cramer was 
willing to furnish all the statistics any- 
one wanted on just how successful 
the Super V had been. 

. In April, said Cramer, Crosley 
did 46.2 percent of the entire indus- 


Pick a Color 


General Electric is conducting an 

a 
opinion poll of 12,000 persons to de 
termine what colors will be used in 


the future for G-E clock-radio cabi 
nets 

In the first phase of the survey 
nearly 5,000 individual consumers and 


better than 500 radio dealers were 
shown 20 clock-radios, all of which 
were identical in design except for the 
color. Colors were pastel shades not 
ordinarily used by manufacturers in 
clock models 

Individuals exposed to the display 
of radios were asked to designate pref- 


try’s volume in 17-inch table models. 

. . . Dealers are selling more than 
$8,000,000 of Super V’s per month. 

. . . Using December 1953 as a 
base of 100, industry sales in Apmnil 
dipped to 91 while Crosley shot ahead 
to 764, a seven-fold increase. 

.. . About 55 percent of Super V 
purchasers were buying a first set. Of 
those who had previously owned a set, 
62.2 percent kept the old set, 13.3 
percent traded it in, 11.1 percent sold 
it, 8.9 percent gave it away and 4.5 
percent junked it. Most frequently 
given reasons for buying the Super V 
were compactness and_ portability, 
price and appearance. 

The new Super V is virtually iden- 
tical with the original 17-inch set ex- 
cept for changes in the picture tube. 
The new set has a 90-degree deflec- 
tion tube which gives up to 30 per- 
cent more viewing area and which 
has an aluminized screen. List prices 
start at $169.95 


erence by number and the arrange- 
ment on the display was changed fre- 
quently to avoid any tendencies 
toward basing a choice on position of 
the sets. 

In the second phase of the survey 
those pastel colors which were voted 
most popular were mixed with the 
more conventional clock-radio colors 
ind the sets were again shown to 
groups of consumers 

First tests were conducted in the 
northeast quadrant of the country. 
Other sections are now under study, 
according to Eugene F. Peterson, man 
wer of marketing of G-E’s radio and 
['V department 





DISPLAY of vari-colored clock-radios is shown here as example of a survey Gen- 
eral Electric is carrying on. Purpose is to get consumer reaction to pastel shades 
not now used in clock-radios 
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Children’s Hour 


— 





SS 
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“SPACEPHONES” designed to provide relief for weary parents are demonstrated by 
Les Hoffman (right), president of Hoffman Radio Corp., and sales manager Walt 
Stickel. Children can listen to their favorite TV programs with ‘‘Spacephones’’ 
which can be plugged into jack on front of TV receiver; volume is then turned 


down so parents won't be disturbed 


Big Picture, Small Cabinet 


That's the story of Admiral’s 1955 TV line, 
which includes a 21-inch table model with a viewing 
area of 270 square inches and a pricetag of $199.95 


Bigger viewing area, smaller cabinet 
size, revised prices, and use of printed 
circuits are among the features of 
\dmiral’s 1955 television line of 22 
models introduced last month. 

Highlighting the line is a “com- 
pact” 21-inch table model set with a 
picture tube area of 270 square inches, 
permitting a 20 percent larger picture 
than old models. This line starts at 
5199.95. 

“The compactness of the giant 21- 
inch tube is evidenced by the fact that 
our new 21-inch table model fits a 
cabinet that actually measures two 
inches less from front to back than 
the industry's 17-inch table models,” 
said W. J. Johnson, Admiral sales vice 
president. 

Biggest set shown is a 27-inch open 
face console priced at $399.95, or 
$275 less than last year’s 27-inch re- 
ceiver. Admiral dropped the 24-inch 
set. 

In the 17-inch set line, Admiral’s 
price-leader is a $149.95 model, $10 
less than last year’s low-end 17-inch 
model. 

All 1955 sets feature either the new 
advance cascode or improved super 
cascode chassis for “superior long dis- 
tance performance,” Johnson said. 

The standard 21-inch mahogany 
console, The Capri, listing at $199.95, 
contains the advance cascode chassis 
that includes a large printed circuit. 
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Admiral also showed a new high 
fidelity portable phonograph as part 
of its 1955 line. Also featured are a 
five-tube table model radio with a 
price of $14.95, and a clock-radio at 
$24.95. 


Color Coming 


More than $10-million color tele 
vision sets will be in service in Ameri- 
can homes within five years, predicts 
Dr. E. W. Engstrom, executive vice 
president of Radio Corp. of America 
Laboratories. 

Speaking at the sixth annual Busi 
ness Conference held at Rutgers Uni- 
versity June 3, Dr. Engstrom said 
that the “entire television industry 
will build and market in 1954 and 
1955 approximately 350,000 color re- 
celvers. 

“We estimate that in 1956, unit 
sales will exceed 1,500,000; in 1957, 
3,000,000; and 1958—when produc- 
tion has reached its stride and when 
color television programs have greatly 
increased in number—a total of about 
5,000,000 color sets will be manufac- 
tured and sold,” Dr. Engstrom pointed 
out. 

He declared manufacturers and mer- 
chandisers “must and will find ways 
to reduce costs to consumers of color 
sets.” 
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ras BIGGEST 
PICTURE 


30% BIGGER than many 
so-called 21” TV sets 


ras~ SMALLEST 
CABINET 


20% SMALLER than other 21's 


ras” NEWEST 
FEATURES 


When you see the new Crosley Super-V 
21 Plus, you'll agree it looks like a 26-inch 
TV! Yet the cabinet is smaller than many 
ordinary 17-inch table models! It’s bound 
to enjoy the same terrific reception the 
public gave the compact, portable fast- 
selling 17” Super-V, and you know what 
that means... cold cash in your pocket 
even in the hot weather! 





Don't miss this sure thing. See the new 
Crosley Super-V 21 Plus sooner than 
tomorrow! 


@ New 90° tube shoves inches off cabinet size. 
It’s aluminized—gives up to 40% brighter picture. 


@ Beautiful cabinets in choice of walnut, 
mahogany and blond finish. Front all screen, 
side controls. 


@ Full-year warranty on picture tube as 
well as 90 days on chassis parts. 


ras~ LOWEST 
PRICE 


SUGGESTED LIST PRICE 


1 


(WALNUT-FINISHED) 




























You can | SELL} ‘em better on a CROSLEY 
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THIS MUCH 
MORE SCREEN 


than many 
so-called 21” Sets 





HURRY! HURRY! See the NEW, the EXCITING 


wv, 


*« 
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ELECTRIC 
HOUSEWARES 


“EMPIRE” Does It Again! 


“EMPIRE”—first and foremost in the introduc- 
tion of top-performing, smartly designed Full 
Automatic Electric Percolators for the great popu- 


_ lar priced field... 
Now Introduces 














Greatest Combination No. 2012 
of Eye-And-Quality Appeal Ever 
Built Into Any Percolator At 


tort $21.75 


Never before the equal of this! Brews perfect coffee—any 

way you make it! 

@ Exquisitely Designed in Lustrous Chromed-Copper, 8-Cup Capacity 

@ “Flavor-Selector’’ Assures Coffee “As You Like It’—while keeping 
coffee costs down because less coffee is required! 

@ Graceful Non-Drip Teapot-Style Spout 

@ Red Signal Light Indicates When Coffee is Ready 


PLUS The Most Complete Line of Fully 
Automatic Percolators In The Field— 
Distinctively designed “EMPIRE” 
Automatic Percolators—with “Flavor 
Selector”. Highly polished aluminum: 
No. 1961—3-to-5 Cup 
“Thrift-O-Matic” ...... $ 9.50* 


No. 1962—Standard 8-Cup.$10.95* 


“THRIFT-O-MATIC” 


Only Percolator that prop- 
erly makes small quantities 
of coffee automatically! 

No. 1941 — $8.75* 
} 3005 Gp With “Flavor Selector”—$9.50* 
*Prices Slightly Higher in the West 


See The EMPIRE Display—Booth 1100 
Nat'l. Housewares Show, Atlantic City. 




























































ELECTRIC TABLE GRILL 


teams up with the “2 


Cu Quickie” “Perco- 
a agg & Baby Bottle 









Warmer. tic beauty, with 
sensational Empire oe O° A chrome icmsiling : urlace a 
ring P - ids— r 
cnonagpeenetd Mine of profit interchangeable Goi. dripping 
most come Housewares you aon 788—$15.50° List. 


pan. 


able Electric 
can feature! 


Tie METAL WARE @ozgoration 


200 Fifth Avenue TWO RIVERS, WIS. 


New York 


Merchandise Mart 
Chicago 
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PANEL MEETING of sales executives at ICHAM (new IAM) includes George E. 
Mumma, president of Sunray Stove Co.; Inwood Smith, v-p and general manager 
of RCA Estate, and Sheldom Coleman, president of Coleman Heater Co. 


ICHAM Gets a New Name 


The group meeting in Cincinnati changes its 
name to IAM and decides to accept manufacturers of 
washers, dryers, ironers and other products as members 


At what was considered the big- 
gest exhibit and meeting in the 
group’s history, the Institute of Cook- 
ing and Heating Appliance Manufac- 
turers last month changed its name 
to Institute of Appliance Manufac- 
turers, or IAM, and heard a report 
from its board on plans for expanding 
to include other appliances. 

In addition to cooking and heating 
appliances, the IAM will accept for 
membership manufacturers of washers, 
ironers, dryers, etc. 

When Sheldon Coleman, president 
of the Coleman Heating Co., made 
the recommendation for changing the 
name at the general session, he 
pointed out that one reason for chang- 
ing the name was that some com- 
panies now have broader lines and that 
it will be easier to accept for mem- 
bership companies that have other 
products. 

Informative Program. The Cincin- 
nati meeting had one of the most in- 
formative programs in IAM history. 
On the opening day, the sales execu- 
tives’ meeting took the spotlight when 
both dealers and distributors put across 
points to the manufacturers on the 
panel. Speaking as a dealer, Shelley 
Abramson, Louisville, Ky., pointed out 
that manufacturers need to do more 
co-op advertising. 

He further pointed out that sales- 
men really need help. Right now, he 
added, sales are off about 25 per cent. 
Unit-wise their sales are up, but dollar- 
wise they are off. Where they used to 
sell a $200 unit, they sell a $100. Too 
many companies are trying to use 
leaders. “You can’t nail down mer- 
chandise,” he pointed out. “It is an 
insult to the consumer’s intelligence.” 

Not far behind Abramson were two 
distributor sales representatives. Bob 
Murrell of Tri-State Distributing, Cin- 
cinnati, told how manufacturers can 
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help in their step-up selling. ““That’s 
the type of sale they want us to make. 
But they need to have better features 
so we can do it. 

Bob Helmik of Griffith Distribut- 
ing Co. told how they have thrown 
sales training programs—lock, stock, 
and barrel—out the window because 
they had been given a program that 
wasn’t thought out fully or tested. 
The way for manufacturers to do a 
better job is have their district man- 
agers make dealer calls and know 
what is going on. 

Manufacturers Comments. The 
manufacturers on the panel had a few 
comments. George Mumma, presi- 
dent of Sunray Stove Co., pointed 
out that manufacturers used to try 
to sell dealers and distributors, but 
now they are selling direct to consum- 
ers through their ads. 

One of the principal speakers was 
Ed Taylor, vice-president of Motorola. 
Taylor spoke at the general session on 
the subject, “Old Merchandising 
Methods Won’t Work.” Taylor dis- 
cussed the present market, how it looks 
for the balance of the year, and what 
changes are taking place. One of his 
pet subjects is discount selling, which 
he described as a blessing in disguise. 

Said Taylor: “You can’t live with 
discount houses, and you can’t live 
without them. You can’t band to- 
gether and stop them. Somebody will 
leak the merchandise out to them. 
They have an uncanny ability of get- 
ting merchandise someplace. Many 
manufacturers really want them, as 
they do get volume. 

Taylor illustrated his remarks with 
an example of a Detroit dealer who 
has a chain of stores. That dealer 
talked to all discount houses and 
learned how they operated, then he 
went back and used some of their 
methods to cut his costs of overhead. 
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spa rk. The electrical industry 


last month had its eyes on Van Wert, 
Ohio. Why? Because there, a new kind 
of major-appliance promotion: the 
gigantic “Electrical Servants Fair,“ spon- 
sored by The Saturday Evening Post 
with enthusiastic support from the Ohio 
Power Company, distributors & dealers 
Where new ideas are sparked, where 
merchandising history mane 
is made-there you'll rity 
find the Post. It gets to 


.. « 


the heart of America. 


*For full information on this promotion, write R: 
Merchandising Div., The Saturday Evening Post, 
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VISITING AT APJA’s ‘Early Bird’’ party 
ore E. L. Brunsman, Monsanto Chemical 
Co., and William Schwefel, of Milwaukee 


FRANK McFERRAN of Ruud Manufac- 
turing Co. and Paul Berner of Tide Home 
Laundry Bureau discuss program 


APJA Gets a 
Green Light 


... from manufacturers to go ahead with its 


program of vocational training for mechanics in 


public schools; group hears talks on the need 


for increased water heater sales, the use of de- 


tergents, and the job of water softeners 


The Appliance Parts Jobbers Asso 
ciation this year got the encourage- 
ment from manufacturers needed to 
continue the program for service clin 
ics started last year. 

Extending the helping hand to 
APJA at its annual meeting in De- 
troit, May 19-22, was Monsanto 
Chemical Co. “*All” detergent). 
Speaking for “All,” E. L. Brunsman 
said: “We will do all we can to help 
the public school program, either by 
money or other help, to see that it is 
carried through.” 

The public school program that has 
been tried in Denver for the past year 
received a number of creditable com- 
ments at the convention. The action 
by Monsanto was seen as the spark 
needed to get other companies to 
back it. 

Subject for the four-day meeting 
was “It Takes More Than a Washer 
To Do a Wash.” Used for the first 
time were workshop seminars. Most 
members agreed that they were able 
to complete more wofk in just one 
session than they used to finish in 
three days in a general meeting. 

Recommendaticns coming from the 
workshop session were: 

Manufacturers Relations: 

1. Pursue the study of service in- 
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which is non-mechanical 
on soaps, synthetic detergents, water 
temperatures, water, fabrics, etc.) 

2. Encourage the idea of a parts 
distributor serving as a tie-over agent 
of a manufacturer when the product 
distributor is being changed; to actu 
illy take over existing stock from the 
product distributor and see that serv- 
ice is maintained until a new distribu- 
tor is named. 

3. Encourage the idea of a fall 
meeting in New York to coincide with 
and participate with the Home Laun 
dry Manufacturers conference in No- 
vember. 

4. Reprint and condense the Home 
Laundry Conference Book to pass out 
to service repairmen. 

In the manufacturers’ session on 
the closing day, Guy Efnor of Auto- 
matic Washer Co. said: “There is a 
new attitude toward service. The 
manufacturers, from the top down, 
are seriously interested. They feel 
that the product distributor must have 
a good service department or someone 
who can handle it. This they feel is 
more important than the credit rat- 
ear 
ing. 

Service Clinic Committee: 

1. Continue with service clinics for 
manufacturers by our members. 


formation 


F, 


7 


an 


Re 
nd 





REVIEWING THE DISCUSSIONS oat the APJA meeting in the hotel lobby are 
W. T. Jackson and F. C. Wagenknecht of Lovell, with Charley Skiff, managing 


director of the association. 





JOHN TRIBLE, reelected president of APJA, stands behind table at “Early Bird”’ 
party. Wives of association members came along for the meeting and had spe- 
cial entertainment during business session 


2. The Association is to actively 
sponsor and promote the establish- 
ment of vocational training for me 
chanics in public schools nationally, 
ilso solicit active support from the en- 
tire industry and related industries. 

Principal speakers at the general, or 
luncheon, sessions, were Paul Berner 
of Tide Home Laundry Bureau, John 
Hosford, executive secretary of the 
Water Conditioning Foundation; and 
Frank McFerran, general sales man- 
ager of Ruud Manufacturing Co. 
(water heaters). The three speakers 
pointed out the fact that “It Takes 
More Than a Washer To Do a 
Wash.” 

Said McFerran: “The truth is that 
there is a grave and urgent need to up 
grade automatic water heater sales to 
meet the needs of the automatic 
clothes washer.” 

Said Berner: “Today only eight 
years after the introduction of the first 
heavy-duty synthetic detergent, 70 
percent of all washer owners use them 
in their machines. It is practically im- 
possible to instruct the consumer on 
how much of a product she should 
use. The proper amount will vary with 
the size of the washing machine, the 
temperature of the water, and the 
hardness of the water, the amount of 


soil on the clothes, the type of soil on 
the clothes, the size of the load.” 

Said Hosford: “There are 94 per- 
cent of potential customers ready and 
waiting to buy the product (softener), 
only they don’t know it. Thus, there 
is a big educational job ahead. Auto- 
matic washers need a lot of hot water, 
as you know, and you are no doubt 
aware of the service problems, but 
there are three important factors that 
cause these problems. 

(1) Hardness of the water 

(2) Iron in the water—when they 
find this, it results in customer dis 
satisfaction. 

(3) Taste, odor, color, turbidity 
(material that gets through the puri- 
fier ).” 

Repeating as President of APJA is 
John R. Trible, and John David as 
first vice-president. Newly elected was 
Ed Booth, as second vice-president. 

Other officers: board of directors, 
Howard F. Parker was reelected, and 
newly elected (for a two year period) 
were Joe Nagle, Stewart Phelan, Leon- 
ard Brown. Carried over board mem- 
bers are Larry Sundberg, Ray Jones, 
Sanford Mandel, and Kenneth Adler. 
Representatives for manufacturers to 
the board were J. R. Chapman, Whirl- 
pool, and W. T. Jackson, Lovell. 
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BENDIX.. your PROFIT 


line in TELEVISION! 


The line is short. The profits are long. The deal is big for you. 
A Bendix market for every dealer. A Bendix dealer for every 
market. Bendix is the line that means profits. 


EXCLUSIVE FEATURES YOU CAN DEMONSTRATE 




















LONG DISTANCE “A 
This is the Bendix TV that doesn’t care 
where a customer lives! It’s a new power 
A 


house chassis. Features a new long distance 
tuner. New improved, more powerful tube 
types. New, increased stability in horizontal 
and vertical output circuits. Here’s the 
set that solves your fringe area problems 

.. all along the line. New circuits designed 
to receive weak signals and amplify them 
without distortion . . . allows Bendix 
“Long Distance” television to produce 
excellent results from stations across the 
state, across the county. This too you can 
demonstrate and prove . . . that this is one 


set that doesn’t care where you live! 





HI-DIAL 


All tuning dials are at the top of the set. 
The most sensible design idea . . . since 
TV sets were made. There’s no bend with 
Bendix. Controls are convenient for adults 
. .. inaccessible to curious tots. Controls 
can be hidden by the fold-down panel 
that adds beauty to this functional and 
handsome console. This you can demon- 
strate on the floor! 


ALL THESE FEATURES, TOO! 





Seite Ge 
a te OR eis ee 


FRONT SPEAKER 
TABLE MODEL 


Matching base with concert speaker 


Gives table model twin picture-phonic 
sound. Front audio in the set . . . sends 
sound directly, clearly to the listener. Not 
from around the corner. Matching base 
has speaker too. Variable tone control; 
gives customer full range of audio values. 
This you can demonstrate on the floor too! 


@ Aluminized camera eye tube. @ High fidelity picture quality @ Noise interference rejection circuits. 
@ All wood cabinets... choicest hardwoods, mahogany or blond. © Balanced sight and sound...sound 


up... picture down. @ VHF-UHF single knob illuminated tuner. @ 41 megacycles in every model, 
@ 4Astage IF. You've got to see these features ... to believe them! See them in space 545D at the Mart. 

















“Condi” Television 


PRODUCT OF BENDIX AVIATION CORPORATION ¢ BALTIMORE 4, MARYLAND 
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INDUSTRY FORECAST: 





Stormy Weather 
Ahead 


That's what distributors gathered in Atlantic City 
for the 46th annual convention of the NAED are told 
by guest speakers who warn that a marketing revolu- 
tion may be coming which could upset the distributor's 
traditional role in the industry 


N the beach the weather was fine 

but inside Atlantic City’s huge 

convention Hall the storm signals were 
flying. 

That’s a pretty good summing up 
of last month’s 46th annual conven- 
tion of the National Association of 
Electrical Distributors. 

The storm signals came in the form 
of several outspoken warnings by guest 
speakers. Although distributor com- 
ment from the floor was extremely 
limited, it was obvious that those in 
attendance subscribed more whole- 
heartedly to the warnings than they 
did to the optimistic forecasts by 
other convention speakers. 

Attendance at the appliance ses- 
sions was extremely light and there 
was little discussion from the floor 
during the sessions. The only begin- 
ning in that a direction (a long ques- 
tion addressed to manufacturers by 
Ben Gross of New York) was quickly 
sidetracked by the meeting chairman. 
But comment off the convention floor 
and along the Boardwalk made it clear 
that the distributors were disturbed 
about conditions in the industry and 
were interested in being told what was 
wrong and how it could be cured. 

Here’s what they heard: 

Waming No. 1. The first sharp 
warning came late in the general ses- 
sion of the convention program on 
Wednesday morning, June 9. Speak- 
ing as a member of a panel of Mc- 
Graw-Hill editors taking a look at the 
future, Erecrrica MERCHANDISING’S 
Laurence Wray bluntly warned the 
distributors that their economic func- 
tion might not survive to enjoy the 
brighter future which previous speak- 
ers had been painting. The current 
wave of discount selling may have 
led consumers to the point where they 
will not accept a list price in the fu- 
ture, Wray warned. He speculated on 
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whether a merchandising revolution 
might not be at hand and asked dis- 
tributors whether they would be 
playing a part in any such drastically 
revised marketing picture. He con- 
cluded by telling distributors that they 
must share some responsibility for 
what had been happening in the in- 
dustry. “There’s not a discount house, 
a buying club, or a shady builder in 
the country who can’t buy all the ap- 
pliances he wants from legitimate 
sources of supply,” Wray said. 

Waming No. 2. Probably the 
most enthusiastically received speech 
of the appliance sessions was that by 
W. F. Kelly, executive vice-president 
of the Pennsylvania Co. Discussing 
the problem of financing the retail 
dealer, banker Kelly suggested that 
the industry would have to take spe- 
cific action “if your plans include the 
maintenance of retail dealers as they 
are now constituted, as independent 
merchants operating on their own 
capital and capable of attracting rea- 
sonable bank credit support.” He 
warned that banks were becoming 
more selective of their dealer custom- 
ers because “‘they have learned by now 
that the quality of the paper and 
therefore their profit depends more 
on the kind of a job done by the sell- 
ing dealer than it does upon the indi- 
vidual credits of the purchasers.” 

Kelly pointed out that the post-war 
expansion in sales and the growth in 
facilities to handle this volume was 
not matched by a_ proportionate 
growth in either equity capital or in 
working capital. This was due, Kelly 
said, to high tax levels and the failure 
of the industry to maintain proper and 
adequate margins of profit on the 
greater dollar sales. 

But, warned Kelly, the situation as 
it now exists cannot be cured by 
more liberal credit alone. Many small 





QUESTIONS from appliance distributors like New York’s Ben Gross draw .. . 


businesses most in need of more credit 
are not worthy of it. These businesses 
do not have the “skill, the know-how 
and the competence to properly man- 
age their financial affairs.” The poor 
profit picture prevalent in the appli- 
ance industry today “very definitely 
stems the flow of venture capital into a 
given line of business and causes a 
constriction of the flow of credit.” Lack 
of adequate profit means “an inability 
to build capital fast enough from 
earnings to keep pace with your busi- 
ness and scares off needed outside ven- 
ture capital.” 

Kelly pointed out that his bank to- 
day was handling only about 60 per- 
cent of the number of dealers it had 
handled a few years ago. “Frankly, we 
did not want that dealer business be- 
cause we could not make a profit on 
it and because the risk was dispropor- 
tionate to all other considerations. 
Generally speaking the underlying 
reasons are lack of capital and varying 
degrees of irresponsibility in sales prac- 
tices and methods.” 

What can be done? Kelly suggested 
that “the high volume, cut-price 
super-market style of merchandising is 
sure death to the type of dealer-identi- 
fied distribution we have known in 
the past. I am not selecting the best 
method; I am suggesting that events 
strongly suggest that they cannot live 
side by side.” 

Becoming more specific, Kelly said: 
“Price stabilization at retail does not 
only mean the maintenance of sug- 
gested resale price. What it does mean 
is the elimination of pseudo-volume 
discounts of distributors and the rea- 
sonable curbing of so-called coopera- 
tive large scale advertising.” 

Waming No. 3. The opening ot 
more factory branches by manufac- 
turers is a very real possibility and a 
constantly growing threat, Harold 
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Bull (then with Apex, now with 
Norge) told the convention on Thurs- 
day afternoon. The reason, he con- 
tinued, is “because many distributors 
have failed to efficiently assume their 
proper functions as distributors . . . 
namely selling, selecting and servicing 
dealers.” 

Bull said that the cure for the ills 
besetting the industry starts with 
“mutual recognition by the manufac- 
turer, the distributor and the dealer 
of their responsibilities to one an- 
other.” 

Waming No. 4. Philco vice-presi- 
dent J. M. Otter told the distributors 
that the industry today was missing 
a “good tight dealer organization” 
which it had pre-war. He acknowl- 
edged that the manufacturer was at 
fault here and said manufacturers 
“could and should clean the situation 
up.” But he added that the direct 
fault lay with the distributors. He 
said the distributor must control his 
territory or get pushed around and 
added that today the dealer is in con- 
trol. Distributors must take over again 
and prove their value. 

The Optimists. There were some 
optimistic speeches made for the con- 
sumption of the distributors. RCA’s 
Joseph Elliott forecast 1954 TV sales 
closer to 1953 “than most people ex- 
pect” and Fedder’s Robert E. Cassatt 
predicted sale of 1.5 million air con- 
ditioners. 

The closing appliance session was 
once again devoted to electric house- 
wares under the chairmanship of 
Sam Fingrutd. H. S. Perkins of Silex 
and G. W. Orr of John Oster repre- 
sented NEMA on the program. 

In association elections Les Barrett 
of St. Louis was named president suc- 
ceeding R. M. Johannesen. Herbert 
Schiele was re-elected chairman of the 
appliance division. 
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AN ANSWER from RCA’‘s Joe Elliott (center), a smile from banker W. F. Kelly (right) and no comment from appliance divison chairman Herb Schiele. 


PHILCO VICE-PRESIDENTS Walter Eichelberger (left) and J. M. Otter answer COMPARING NOTES during Atlantic City meetings are two Bridgeporters, J. C. 
a question posed by distributor Joseph M. Zamoiski of Washington. For Hunt, left, of General Electric’s small appliance division, and distributor Charles 
Eichelberger, convention marked return to duties after long illness. A. D’‘Elia. 


LONG-TIME FRIENDS Walter J. Daily, right, of Lewyt Corp., and Glen C. READY TO MOUNT speckers’ platform, R. E. Cassatt, left, of Fedders-Quigan 
Wasson of Dallas, go over NAED program before sessions get underway. and Harold Bull, right, of Norge are wished good luck by Ed Becker of Fedders. 


MORE oy 
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STORMY WEATHER AHEAD (Continued) 


NEWS STORY in morning paper holds attention of Francis E. Stern of Hartford, Ralph Brown PLAQUE for electric housewares promotion is presented to John 
of GESCO, and E. D. Knight of Charleston, W. Va. O’Brien of Peirce-Phelps by G. W. Orr of John Oster. 


PROBLEMS NORTH AND SOUTH are compared by H. F. Schmidt, left, New Orleans and COMMENT by Thomas Schmid of Crescent Electric, left, draws 
Andrew J. Musser of Harrisburg, Pa attention of W. G. Peirce, Jr., of Peirce-Phelps, Philadelphia. 


TAMPA DISTRIBUTORS Troy Brown and M. O. Hollis (both of Raybro Electric) and W. J. QUESTION by Titus B. Schmid of Crescent Electric, Dubuque, holds 
Pinkston, right, of Electric Supply compare notes. interest of WESCO president J. F. Myers, right. 


End 
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Before you make a move... 





READ THESE FACTS ABOUT 
THE HIGH-PROFIT 


pola 


Television, High Fidelity, Radio Line 





Now Capehart has a complete line of 
television sets — Priced from $169.95.* 


Check these sales-making Capehart features— 
unmatched by any other maker—new, exclusive 
Capehart Polaroid® Filter that cuts out annoy- 
ing, irritating reflections from lamps and win- 
dows, gives a more brilliant, “eye-comfort”’ pic- 
ture . . . new, exclusive Tri-Fi Sound System 
that opens up a “new world of sound”... 
Twin-Power Chassis for extra sensitivity . . . 
“mastercrafted” cabinetry, furniture of distinc- 
tive beauty. Price-wise and quality-wise, Cape- 
hart is your customers’ best buy—the high- profit 


line for you. 


Now Capehart has a complete line of high 
fidelity instruments — Priced from $129.95.* 


Again, Capehart puts its years of experience 
as a leader in sound reproduction equipment 
behind the spectacular new Capehart High Fi- 
delity instruments—Table Model Phonographs 
or combination Phonograph-Radio Consoles. 
These Capehart High Fidelity instruments re- 
produce each note, each overtone, each harmony, 
each melody with all the beauty of living music. 
And these Capeharts, priced to enable every 


CAPEHART-FARNSWORTH COMPANY 
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music lover to own a High Fidelity instrument 
regardless of how much he can afford to pay, 
open up a big, new high-profit market for you. 


Now Capehart has a complete line of radios— 
table radios priced from $19.95.* 
3-way portable radios priced from $29.95* 
clock radios priced from $44.95.* 


In styling, performance, service, value, these 
radios show off Capehart at its best. Here’s the 
fastest selling small goods line in the business. 
Your customers will find any one of these radios 
a real buy—whether for use at home, out of 
doors, or as a gift. They’re high-profit sellers all 
year ’round. 


ANY WAY YOU LOOK AT IT — 
THE HIGH-PROFIT LINE IS CAPEHART! 


Capehart is a top name in sound reproduction 
equipment. The engineering genius of Philo T. 
Farnsworth, inventor of television, is behind 
every Capehart television set. And Capehart- 
Farnsworth Company is backed by the engineer- 
ing, research, production, and financial resources 
of the great International Telephone and Tele- 
gtaph Corporation. Team up with Capehart 
now. A few valuable franchises are available. 


Fort Wayne 1, Indiana 


A Division of International Telephone and Telegraph Corporation 


1954 




























See the Capehart distribu- 
tor for your territory or 
write Fort Wayne for 
dealer franchise 
details and IT&T 
Finance Plan. 


ae 





SEE THE NEW | 
COLOR TELEVISION SET 
at the 
MERCHANDISE MART 
on display in Room 1118 
when you’re in Chicago. 








* Slightly higher in the South and West. 
® By Polaroid Corporation. 
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GET THESE PROFITS <=; | ‘ummmmmmmmmee 
WAITING 
FOR YOU! 









Plug of Air 
Conditioner 





a | | 
Room , 
Air-Conditioner 4 ae 


Owners Need 


WHITE-RODGERS . | 
PLUG-IN THERMOSTAT | 


Wherever you sell, have sold or service a room air-conditioner, there's a sale 
waiting for you. Easy to sell, because this new White-Rodgers Plug-in Thermo- 
stat increases comfort, saves power and reduces running of these cooling units. 


No installation problem—just mount the thermostat and plug in like a lamp. 
Control carries 1 hp. rating, can be used with practically all 115 volt room 
| air-conditioners and all window fans. 













PLUG-IN THERMOSTAT . i bates 
f = sens Free Display Sells for You—Your initial order NARDA OFFICIALS in Wisconsin compare notes at the recent meeting in Milwau- 


of ten controls brings this dramatic display with- kee. Left to right: George Pazik, general conference chairman; Clarence Bode, 
out charge. On your counter it acts as a silent (standing) president of the Milwaukee NARDA chapter; and Gordon Wisniewski, 
salesman ... brings you extra profits. Wisconsin regional chairman. 


Call your Wholesaler or write us direct for 


name of nearest wholesaler with stock on hand. EWRT Elects New Officers 


FOR REFRIGERATION 
FREE... HEATING AND | 
AIR CONDITIONING 
Mailing pieces 
available 


1209 Cass Ave. 
St. Louis 6, Mo. 















. There’s an art 
| to carrying 
‘appliances too! 








NEW OFFICERS of the Electrical Women’s Round Table, Inc., elected at the 
group’s annual meeting in St. Louis, May 15, are (left to right): Miss Margaret 
Doughty, The Hoover Co., treasurer; Miss Edith Ramsay, American Home magoa- 
zine, president; Miss Ellen Fullmer, Monsanto Chemical Co., vice president; and 


**smooth sailing" to clean, : 
For “smooth s 7.” Miss Judith O'Flaherty, Philadelphia Electric Co., secretary. 


damage-free delivery use Webb 
Slingabouts. It only takes seconds 


to slip on these thickly padded, SKCMA Names New Slate 


water-repellent canvas jackets to give 





appliances dependable protection 9 
from damage by jolts, jars and 
weather. Handsling makes moving 
and lifting safe and easy. You can 
use them repeatedly. 


41} aeese 
aI 
ra 
| Ltt Ask about 
iKi_| LLY =Wrapabouts for 
ae radio, TV and 


| 
| 
Ss —] Hi-Fi sets. ~ 


SLINGABOUTS |= | 4 


























FOR APPLIANCE PROTECTION SS iio 
WEBB MANUFACTURING CO., 2918 N. 4th St., Phila. 33, Pa. 
Send Slingabout or Wrapabout prices for Model + 
Make Refrigerators NEW OFFICERS of Steel Kitchen Cabinet Manufacturers Association, elected at the 
~ | Range group's annual meeting recently, are Charles Motter, president (second from left) 
Name — and Harry S. Lawrence (right), vice president. Retiring president Mike Miller 
Add Check Vv (second from right) congratulates Motter, while Arthur Tuscany Jr., (left), re- 
ress Appliance 1 oiner elected executive secretary-treasurer, looks on. SKCMA selected this October for 
City State (please specify) | its first ‘Steel Kitchen Cabinet Month.’ 
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MARKETING 








DISCUSSING some of the points raised at the Chicago Tribune Forum on 
Distribution and Advertising are (left to right): meeting chairman Paul Fulton, 
Chicago Tribune retail advertising manager; Henry C. Bonfig, vice president, 
Zenith; and George Foerstner, executive vice president, Amana. 


Viewpoints on 


Marketing 


Manufacturers, distributors, and a college pro- 
fessor exchange opinions on industry problems at the 
Chicago Tribune Forum on distribution and advertising 


Sales, salesmen and salesmanship 
were tightly interwound with the 
marketing and distribution world in 
Chicago recently when the Chicago 
Tribune held its fifth annual forum on 
distribution and advertising. 

The annual affair, held in three 
parts, called on the appliance-radio- 
TV field for some views on these sub- 
jects. And the views were fast in com- 
ing. 

Both manufacturers and distributors 
spoke with reverence and vehemence 
on “old time selling” when door bell 
ringing was taken for granted. 

Opening Gun. The first of the 
three meetings covered the contribu- 
tion of marketing in raising the stand- 
ard of living. Harry Alter, Chicago 
distributor who labeled marketing a 
“business I know a little about,” dis- 
agreed directly in practice with the 
theory advanced by a Chicago Uni- 
versity professor. Alter made a strong 
plea for a return to outside selling. 

Professor George H. Brown of Chi- 
cago University pointed out that sell- 
ing is a key factor in preventing a re- 
cession. But he pointed out that the 
current discount or price cutting may 
be a new type of marketing or distri- 
bution; that it may be here to stay. 
Brown, working on theory, and Alter, 
working on practice, sat side by side 
but differed throughout on marketing. 

Outside selling came up for critical 
examination when Walter J. Daily of 
the Lewyt Corp. traced the distribu- 
tion of the vacuum cleaner. Pointing 
out that this appliance was sold mostly 
by door-to-door operation before the 
war, the change in distribution radi- 
cally affected the acceptance and sat- 
uration of the product. The industry 
that took 40 vears to sell a 47 percent 
saturation increased some 20 percent 
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in recent years. The change came 
about, said Daily, when what was for- 
merly a selling industry became one 
that is now a merchandising one, work- 
ing through distributors-dealers. 

Howard J. Scaife, sales manager for 
Hotpoint, predicted that appliance 
volume in 1960 will be double that 
of today. Scaife also touched on price 
cutting, saying that price alone will 
not sell merchandise, but that a defi- 
nite need or desire must be there 
on the part of the buyer. 

The second panel covered the topic 
of “management looks at distribution 
and advertising.” 

Pointing out that we are now in 
an era of selling, Henry C. Bonfig, 
vice president, Zenith, stressed a sci- 
entific and factual approach to market- 
ing problems. Selling effectiveness 
on the part of the individual has 
dropped in our industry, Bonfig feels. 
He called for more effective advertis- 
ing and promotion in order to pre-sell 
products more than before. 

Changing Economy. W. Paul 
Jones, president of Servel, summarized 
his viewpoint that the changing econ- 
omy will have a strong impact and 
influence on the market. “People 
now have more money to spend,” said 
Jones, adding that higher prices for 
more deluxe equipment or models are 
not so significant as they once were. 

The expanding economy and the 
increasing population offers a big new 
market. This is the view of George 
C. Foerstner, executive vice president, 
Amana Refrigerator Inc. The popula- 
tion shift from urban to suburban liv- 
ing calls for a close inspection of the 
industry. But Foerstner feels that a 
tightening of our present distribution 
system, not the elimination of the 
distributor-retailer setup, is needed. 
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MERCHANDISE AND 
MERCHANDISING— 


OPENS vast new 








Year’rournd MARKET! 


UMitle 


METHOD 
OF HOME HAIRCUTTING 


1127-1129 CONVENTION HALL 


SUPREME PRODUCTS, 


2222 


CALUMET AVENUE 


CHICAGO 16 ILLINO'US 





NATIONAL HOUSEWARES SHOW 
Atlantic City, July 12-16 





CAN 'T-GO-WRONG* 


Boosts Sales 200-300% 
SEE THE UNIQUE 


Supreme SALES PLAN 


FOR CLIPPERS AND THE SENSATIONAL 
NEW KNIFE AND SCISSORS SHARPENER 





AO SERINE 


) 
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THREE WEBCOR OFFICIALS serve up seafood delicacies to distributors attending Webcor’s 7th annual 
sales meeting in Chicago recently. Event shown was the ‘Sea Food Safari,’’ 
meeting. Left to right: E. W. Olson, communications director; S. T. Seaman, marketing director; and 


Normon C. Owen, president of Webcor. 


[emow 





Co. 
Beso cep 


: 


Webcor Serves Up... 


Music for the Man on the Street 


S YME 400 Webcor distributor per- 
sonnel were told at the firm’s 7th 
annual sales conference recently that 
high fidelity is the most potent sales 
stimulant to the sound and recording 
industry since the introduction of 
long-playing records. 

S. T. Seaman, Webcor director of 
marketing, remarked in Chicago on 
May 21 that the hi fi market has ex- 
panded to include the general public, 
as well as the musical “longhairs.”” He 
urged distributors to exploit this new 
market to the maximum. 

“Packaged” high fidelity units, such 
is the Webcor Musicale, have caught 
the public’s fancy and are being 
bought in large numbers even by teen- 
agers, Seaman said. 

The distributors were welcomed 
by Norman C. Owen, president of 
Webcor, and the program was pre- 
sented by H. R. Letzter, general sales 
manager, assisted by Seaman, Everett 
Olson, communications director, and 
other Webcor sales officials. 

Distributors were given a preview 
of some of the new designs and models 
that are expected to be included in the 
Webcor 1955 line but were told that 
the new items would not be shown 
to the trade before the Music Indus- 
try Trade show in Chicago in July 
and would be introduced to the public 
sometime in late August or early Sep- 
tember. 

Among the promotional programs 
and plans presented to the Webcor 
distributors were: 

—A new sales training program 
designed to meet the problem of 
rapid turnover among retail salesmen. 
“Fact Tags,”’ to be attached to Web- 
cor units at the factory, will give the 






PAGE 





172 


salesman and customer a quick sum- 
mary of the main sales points of the 
item. 

—The Webcor playhouse package, 
consisting of recorded sound effects 
and script books for simple plays that 
will enable tape recorder owners to 
record their own dramatic presenta 
tions at home. The complete pack- 
age will retail through regular channels 
at $2.95 and is expected to stimulate 
recorder sales by helping owners get 
more enjoyment from their units. 

\ national outdoor advertising 
campaign that will supplement Web 
cor’s national magazine advertising 
Beginning next September, 2,000 24- 
sheet billboards will be used in major 
market areas through the country. 

\ new sales aid catalog that will 
make it easier for distributor salesmen 
to familiarize dealers with the dis- 
plays, scripts, direct mail pieces and 
other promotional aids. A successful 
radio promotion is included in the 
package. 

—A tie-in with the movie “Caine 
Mutiny” which will be premiered in 
July. It will be similar to the tie-in 
with the “Glenn Miller Story,” and 
will offer Webcor tape recorders as 
prizes in an amateur actor and uctress 
recording contest. 

—The distributor personnel also 
were informed that a recent consumer 
survey among purchasers of the Web 
cor Quintet clock-radio with tape 
recorder connector shows that 18 per- 
cent of the buyers wanted only a clock- 
radio; 32 percent bought it to use with 
a tape recorder they already owned; 
and 46 percent said they expected or 
hoped to buy a tape recorder to use 
with it. 


which wound up the one-day 









DISCUSSION brings together representatives of Miller's 
Radio & TV Supply Co., Oakland, Calif.; and S. T. Seaman. 


Miller personnel are Norman Miller (left); Mrs. N. Miller 
(second from left); and Woody Stillman (right). 


‘ eh 

“LIGHTER” MOMENT at Webcor convention finds Charles Ollistein, president 
of Sanford Electronics Co., Webcor distributors in New York, offering a light 
to Tim Coakley, Webcor New England representative. H. R. Letzter, general 
sales manager of Webcor, looks on, center. 


cul ) SY \ "i 
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FOUNDER AND BOARD CHAIRMAN of Webster-Chicago Corp., makers of 
Webcor products, is R. F. Blash, shown here (at right) explaining an industry 
matter to Sidney Koenig, of All-State Distributors, Newark, N. J. 
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SCHEDULED MEETINGS 


NATIONAL ASSOCIATION OF 
MUSIC MERCHANTS 


Chicago, Ill. 
July 12-15 


NATIONAL HOUSEWARES AND 
HOME APPLIANCES EXHIBIT 


Auditorium, Atlantic City, N. J. 
July 12-16 


WESTERN SUMMER RADIO-TELEVI- 
SION & APPLIANCE MARKET 


Western Merchandise Mart, San 
Francisco, Calif. 
July 19-23 


AMERICAN HOME LAUNDRY 
MANUFACTURERS ASSOCIATION 


(Summer Meeting) 
Grand Hotel, Mackinac Island, Mich. 
July 25-28 


WESTERN HOUSEWARES SHOW 


Shrine Auditorium, Los Angeles, Calif. 
Aug. 1-4 


HOUSTON GIFT & HOUSEWARES 
SHOW 


Houston, Tex. 
Aug. 15-18 


WESTERN ELECTRONIC SHOW & 
CONVENTION 


Pan Pacific Auditorium, Los Angeles, 
Calif. 
Aug. 25-27 


ROCKY MOUNTAIN ELECTRICAL 
LEAGUE 


(Fall Convention) 
Stanley Hotel, Estes Park, Colo. 
Sept. 12-15 


NORTHWEST APPLIANCE & TV 
ASSOCIATION 


(Tnd Annual Profit Clinic) 
Seattle, Wash. 
Sept. 19—through week 


CANADIAN ELECTRICAL 
MANUFACTURERS ASSOCIATION 


(10th Annual Meeting) 

Sheraton-Brock Hotel, Niagara Falls, 
Ont., Canada 

Sept. 22-24 


INTERNATIONAL ASSOCIATION OF 
ELECTRICAL LEAGUES 
Bellevue Stratford Hotel, Philadelphia 

Sept. 29-Oct.2 











Joins EM Staff 





JOHN W. LANE, formerly senior asso- 


ciate editor of ‘’Tide”’ 


in Norway 


, has joined the edi- 
torial staff of ELECTRICAL MERCHAN- 
DISING. Prior to joining ‘’Tide’’, Lane 
had held sales and advertising posts with 
S. G. Frantz & Co. and with Remington 
Rand. He was at one-time a member of 
the American Mission in Greece and prior 
to that had been with the U. S. Embassy 
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RNS @ BEATS 


Quiet! Vibration-Free! 


A great new anerng in a profit making line! 


—* bo 5, 


HANDYHOT ELECTRIC WASHER * HANDYFREEZE © HANDYHOT JUICIT * HANDYHOT TRAVEL IRON 


1954 


THE SENSATIONAL NEW 
HANDYH OT 


Blendette 


Easy to Clean! Removable Blades! 


Versatile! A real kitchen tool! | 
Rugged Air-Cooled AC Motor! 

e The Perfect Gift! Fast turnover! ‘, 
e Packed in Self-Display Cartons! 
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SHOW STOPPER 
NOW 
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SHOPPER STOPPER 
IN YOUR STORE 
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Ask your jobber or write us for details 
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1. FAIR TRADE means FULL MARK UP 


2. UNEQUALLED QUALITY with TWO FULL 
YEARS’ GUARANTEE means MORE SATIS- 


FIED CUSTOMERS 


3. FLOOR DISPLAY MERCHANDISER means 
EASIER SALES & BIGGER PROFITS 














There's a big market for electric floor 
polishers but a far bigger one for a 
complete floor & rug conditioner 


TWIN-BRUSH ELECTRIC 


SCRUBBER ¢ POLISHER 


RUG CLEANER 


It's what every Housewife wants because 
it takes care of BOTH FLOORS & RUGS. 
Scrubs, Waxes & Polishes Floors — Buffs 
Floors, tables, counters, etc., — Steel 
wools. Then . . . with the exclusive RUG 
CLEANER attachment it goes to work on 
rugs too. 


Every Shetland customer becomes a Shet- 
land salesman. When friends remark about 
floors and rugs, she will be proud to bring 
it out and demonstrate it right in her own 


home. Watch the customers come in for 
SHETLANDS. 


HERE'S ANOTHER AID TO 


BIGGER SALES 


$2925 
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$4995- 


Fed. Taz inc 


THE SHETLAND COMPANY «® Lynn, Mass. 


POLISHES FLOORS 


. 
BSik 


The Shetland All-Purpose Electric 
Floor Scrubber-Polisher & Family 
Workaid now comes packed in a 
COLORFUL GIFT BOX —so strong 
it can be used for storage of unit 
and accessories afterwards. 

Scrubs floors, waxes and polishes 
them. Buffs Furniture, Shines Cars, 
Sands & Drills. 














MORE THAN 75,000 spectators attended this year’s Electric Show, staged 
annually by the Nashville Electric Service in cooperation with local dealers. About 
a million dollars worth of appliances were shown in the 55 exhibits and prizes 
valued at more than $8700 were given away. 


Big Nashville Show .. . 





SEPARATE SHOW was staged at same time by Cain-Sloan, local department store, 
when space it drew for the NES show was found to be too small. The store set up 
extensive appliance display in arcade entrance-way to its downdown parking lot, 
advertised its own showing as part of the Electric Week program, and saw sales 
increase 20 percent. 


Spawns a Little One 







DRIVING FORCE behind the big show is William D. Hall, left, sales promotion 
manager for NES, who here pitches in to help an exhibitor set up a booth. At 
right is Hall’s assistant, Johnny McGregor. 
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From Outboard to Inboard 


A new set of appliance-TV advertising stand- 
ards goes into effect in New York City, with “gener- 
ally good” results reported after the first month 


New York City appliance-TV deal- 
ers generally are conforming to the 
new “inboard” pricing system insti- 
tuted this spring in an effort to crack 
down on misleading advertising prac- 
tices. 

The “inboard” system requires ad- 
vertised prices of TV and appliances 
to include all extra charges, including 
federal tax, warranty, and delivery. 
Previously, many dealers had failed 
to include extra charges in their ads. 

“The way it worked, in some cases, 
a unit advertised for $100 might actu- 
ally cost $150,” said Leonard Barrett, 
manager of home furnishings for the 
New York City Better Business Bu- 
reau. 

Barrett said the decision to seek a 
revised advertising code was the result 
of complaints, both from consumers 
and retailers themselves, building up 
over a period of time. 

“Some of the dealers were very 
unhappy about the ads,” said Barrett. 
“A lot of ‘outboard’ pricing had been 
done by the manufacturers in the past, 
and when they dropped it, the dealers 
felt they had to keep it up. They 
were looking for a way to get out.” 

Meeting Called. After two or three 
of the largest dealers in the metro- 
politan area had indicated a desire to 
get rid of the outboard pricing sys- 
tem, Barrett called a meeting of New 
York retailers and the BBB to draw 
up a new set of advertising standards. 

The resulting code had four parts: 

(1) Institution of the “inboard” 
pricing system, which required prices 
of TV and appliances to include all 
extra charges, including taxes, war- 


Jordon’s New Plant 


ranty and separate delivery charges. 

(2) Wherever a price was men- 
tioned, the advertisement should 
specify the size or capacity of the 
product involved. Thus, a TV set 
advertised for $70 must specify that 
it is a 10-inch set. 

(3) If a headline claims a special 
sale or reduction, every product in- 
cluded under that headline must con- 
form to the claim. 

(4) Advertisers should refrain from 
continually advertising “clearance,” 
“emergency,” or “disposal” sales. 

“Generally Pleased.” After the new 
code had been in operation for one 
month, Barrett said the BBB was 
“generally pleased” with the results 
as concerned the first part, which 
was the most important. 

The second part was “pretty well 
observed also,” he said, while there 
was “‘still some trouble with the third 
part.” Violations of the fourth sec- 
tion were limited to a “very, very 
small group,” he said, and better re- 
sults were expected in the future. 


Takes Power Tools 


Sues, Young & Brown, appliance 
distributor in Los Angeles, has taken 
on two power tool lines, it was an- 
nounced recently. 

“The addition of Delta and Skil 
to our lines is a major step toward 
the greater development in Southern 
California of the rapidly expanding 
portable and stationary power tool 
business,”’ said C. P. Culbert, vice 
president. 


















































































HARRY FOGEL, executive vice president of Jordon Refrigerator Co., inspects 
upright freezers rolling off the assembly line at Jordon’s new $1,000,000 
factory in Philadelphia. The new plant, formally dedicated May 22, will be used 
for production of commercial refrigeration equipment as well as freezers. 
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IS YOUR 
PROSPECT 





... then tell him about the 


THRIFTY 


@® Your prospect doesn’t 


have to be a 


recognize the 


gets in a 


tchman” to 


lus values he 
reezer unit 


equipped with a Tecumseh 


Hermetic. 


@ Facts like these: 
better performance, 


price, 


lower 


greater capacity and lasting 
dependability with lower 
operating cost, will convince 
the most “hard to sell” pros- 


pect. 


@ And you, as a dealer, can’t 
go wrong when you know 
that 73% of all freezers sold 
are equipped with Tecumseh 
Hermetics... your assurance 
that they are overwhelm- 
ingly approved by the 


freezer industry. 


@ Why don’t you get all the 
facts about the popular line 
of Tecumseh Hermetics and 


make your selling job easier. 


Send for this free booklet today, 
it tells all about the Tecumseh 
Hermetics. Write Dept. M-2. 


TECUMSEH P 


TECUMSEH, MICH. 






HERMETICS 





REMEMBER THERE ARE 
OVER 14 MILLION 
TECUMSEH UNITS IN 
USE TODAY! 





5 
UCTS 








EXPORT DEPT: 2111 WOODWARD AVE., DETROIT, MICH. 
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JAMES JOHNSON of Electro-Voice demonstrates a high fidelity kit with remote 
control, listed at $1245 at Electronics Parts Show. Mrs 





Charlotte Benites looks on 


Hi Fi At the Parts Show 


Over 11,000 persons visit annual Electronics 
Parts Show in Chicago; hi-fi talk centers on possibility 
of achieving two-step distribution 


Packaged high fidelity sets and 
television antennas were found in 


great abundance at the Electronics 
Parts Show in Chicago, May 17-20, 
but color T'V tubes were conspicuously 
absent. 

All Space was sold out at this year’s 
show, according to show president 
Harry A. Ehle of Philadelphia, with 
a total of 203 booths and 185 display 
rooms at the Conrad Hilton Hotel. 

An increase of about 14 percent 
in the number of distributors, ex- 
hibitor personnel and who at- 
tended the 1954 show ompared with 


reps 


a decrease of about 32 percent in the 
number of non-participating guests. 
The Show Board of Directors and 
Management carefully screened appli- 
cations at pre-registration, to make 
the show more select 





CONCENTRATING on listening to Web- 
ster Electric's new tape recorder are 
N. J. Valin and R. Baldwin, of Webster- 
Electric. 
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Total attendance at the 1954 show 
was unofficially estimated at 11,681, 
compared with 11,871 for 1953. 

More Packages. Noteworthy was the 
way that high fidelity packaged itself 
up neatly this year. Coming on the 
market are console high fidelity, acti- 
vated by tape recorder or turntable. 

It was also noticeable the way the 
huge chiffonier size loudspeakers, once 
thought indespensable to true music, 
had girdled themselves down like 
Gossard models. All over the place 
tuba records were tootling, violins 
squealing to demonstrate high fidelity 
qualities. The smaller editions may 
not give the symphony effect, but, as 
one exhibitor said, they are far ahead 
of oldtime recording players. 

Most novel merchandising deals 
were set up by Regency of Indianapolis 
ind Jensen. Assembled on wrought 
iron display racks were record chang- 
ers, tuners and high fidelity speakers. 
Ihe Regency deal had wheels on it 
ind permitted moving around to any 
part of the store for demonstration. 
In one grouping a customer could 
sce what he needed to buy to get 
high fidelity in his home 

I'he experts still think that the 
record changer should be separated 
by considerable distance from the 
loudspeaker, lest the thunder of kettle- 
drums or the tubas’ blast cause the 
needle to play hopscotch on the 
records. 

Two Step Distribution. Worked 
out this year were new price lists, 
which considered the audiophile while 


taking care of standard two step 
distribution. 
Experts feel distinctly that the 


original sell-direct-to-audiophile_mar- 
ket was confined to New York, 
Chicago and Los Angeles, and the 
two step distribution system will open 
up the entire country to high fidelity 


LISTENING TO HIS OWN PRODUCT is Frank Randall of Crestwood, which wrapped 





a high fidelity speaker and tape player in a compact console for the first time 


on a virgin market basis. 

Something else that dealers can sell 
are intercommunicating systems for 
home use, which permit listening to 
the baby, calling papa to breakfast at 
any point in the house without wires. 
Webster Electric Co., Racine, offered 
models as slickly styled as any table 
radio. 

Sutton Electric offered a transistor 
panel permitting intimate acquaintance 
with possibilities of transistors, an 
assembly that will delight the service- 
man. 

The visitor interested in color TV 
found little in tubes and equipment 
to hold his attention. Too early, said 
exhibitors. 

Interesting Exhibits. Crestwood 
offered a package console which in- 
cluded a tape recorder and a high 
fidelity speaker. This job sells for 
$395. 


Meets the Salesmen 





The Southern Electric Co., Staun- 
ton, Va., offered an electronic control 
which opens garage doors at the press 
of a button on a Car. 

The Jerrold Electronics Corp., of 
Philadelphia, offered a new device 
called the ‘“De-snower’” which is 
supposed to deliver pictures substan- 
tially free of snow in critical areas. 

Antenna, . television towers, amplli- 
fiers, recorders, cabinets, test equip- 
ment and other components were 
shown to visitors from every state in 
the union and 31 foreign countries. 

The show is sponsored jointly each 
year by the Radio-Electronics-Tele- 
vision Manufacturers Association; the 
National Electronic Distributors Asso- 
ciation; the Association of Electronic 
Parts & Equipment Manufacturers; the 
Sales Manager Club, Eastern Group, 
and the West Coast Electronic Manu- 
facturers Association. 





JUDSON SAYRE, center, newly-elected president of the Norge division of the 
Borg-Warner Corp., greets some of his distributors at a recent sales meeting in 


Chicago. Left to right: 


Jack Roth, Roth Appliance Distributors, 


Milwaukee; 


P. Sampson, Sampson Co., Chicago; Sayre; Morey B. Lasky, Mayflower Sales Co., 
St. Louis; and Ben DeGroot, Northern Ohio Appliance Corp., Cleveland. 
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Traffic Stopper 









MINIATURE PONY CART drawn by two circus-trained ponies was used by 


D. E. Duffey & Sons, 
sales program. Left to right: 


Philadelphia dealer, 
Walter Duffey, partner, 


to promote Permaglas Water Heater 
D. E. Duffey & Sons; 


Joseph Ellinger, salesman for Peirce-Phelps, Philadelphia distributors; R. G. Mallery, 


product manager, kitchen division, 


heating section, 


Arvin Drops Three 


Arvin Industries, Inc., has dropped 
three products from its line—coftee 
percolators, irons, and toasters—and 
intends to substitute three new items. 

One new product, a window fan, 
already has been introduced to the 
trade. Two other new items—as yet un- 
identified—will make an appearance 
later this year. 

In announcing the discontinuance 
of three items, housewares sales di- 
rector Gordon Ritter said the move 
was in line with company policy not 
to carry a product “with only fair 
potentials” when there are other prod- 
ucts with greater possibilities. 

Ritter said the increasing market 
potential for Arvin portable electric 
heaters, grill wafflers and electric fans 
faced the company with two alterna 
tives: to provide new plants and 
equipment for fast-moving leadership 
lines or to convert to other uses fa- 
cilities now being employed in the 
production of slower moving items. 

“Tt seems sensible to us to concen- 
trate our design, engineering, pro- 
duction and marketing skills on types 
of products that have made the 
strongest impact on consumers,” 
Ritter said. 


White Uses Dealers 


White Sewing Machine Corp., 
which for years has sold its products 
through department stores, will ex- 
pand its nationwide distribution setup 
to include a group of independent 
dealers. 

Only dealers which are located out- 
side the trading areas of those depart- 
ment stores currently enjoying a 
working agreement with White will 
be considered for the new program. 
Distribution of machines will be made 


Peirce-Phelps; 
Peirce-Phelps kitchen division. 
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Dan Freeman, sales manager, 


direct from the factory, and all dealers 
will work on an exclusive franchise 
agreement within their trading areas. 

D. A. Kirane, who heads up the 


program as manager of the newly- 
formed wholesale distribution  divi- 


sion, said the new system was de- 
veloped because of rapidly changing 
conditions in the sewing industry. 

“We have evidenced a sharply in 
creased demand on the part of inde 
pendent dealers for a name-brand line 
of sewing machines manufactured by 
an American concern,” he said. “This 
demand, while spotty at first, has now 
mushroomed into a landslide number 
of requests.” 

Kirane said the “machinery already 
is in motion” to begin franchising in- 
dependent dealers, and merchandising 
and sales training programs were being 
prepared. 

There will be no change in the 
firm’s department store operation. 


Cuts Washer Price 


Whirlpool has temporarily slashed 
$41.95 off the suggested list price of 
its low-end automatic washer to “meet 
an unusual marketing condition,” it 
was announced last month. 

The price of the Washer Model 
AA-40 was reduced from $229.95 to 
$188, through July 31. It is the low- 
est price ever given a Whirlpool auto- 
matic washer. 

“Frankly, we are making _ this 
drastic price reduction in our lowest 
priced 1954 automatic washer to meet 
an unusual marketing condition,” 
said John A. Hurley, Whirlpool vice 
president. 

“With 1954 nearly half over, the 
market is still glutted with competi- 
tive 1953 merchandise which is being 
sold at distress prices,” Hurley pointed 
out. 
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NEW NEWS THAT'S 
~ GOOD NEWS! 

















ENTERPRISE 
home atch 
ICE CREAM FREEZER 





This sensational new marvel 
makes 1!% quarts of rich, smooth- 
textured home-made ice cream 
automatically—with no salt! no 
ice! no mess! What’s more, it has 
six big features: 
















































Ok UL 
Porareteed by 
ond Housekeeping 


ras AdvcaTisie we 


4. Compact and portable 
5. Works in any electric refrigerator 


1. Completely automatic 
2. Cold-proof, water-proof motor 
6. Easy to clean—wash with dishes 


3. Handsomely styled 





NEW: 
\ ...THE ENTERPRISE 
| Keifeand Seissons 
SHARPENER 


A beautiful machine that keeps 
knives and scissors sharp from 
: heel to point. In a distinct de- 
_— sign with these added features: 


1. No attachments required 3. No adjustments necessary 


2. Flat sharpening belt allows greater 4 
area of contact between cutting sur- 
face and belt—embodies the prin- 
ciples used in the best commercial 5. 
sharpeners 


. Air cooled motor runs on 110-125 
volt AC Current 


Cleans easily—no screws or bolts 
to unfasten 





NEWS .. tHE ENTERPRISE 
Electric rivet 
Practical as well as beautiful, with 
rubber feet that cannot injure fur- 
niture or linens. Saves time and steps 


—keeps food piping hot at table. 
Many features: 






. Sturdy and practical 

. Lovely design 

. Plugs in any socket 

. Will not rust 

. Will not injure furniture or 
linens. 


uk Wn — 


The ENTERPRISE MFG. CO. of PA. 


3rd & Dauphin Streets Philadelphia 33, Pa., U. S. A. 
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NEW BOOK 


tells how to 
protect your 


business against: 


lax ike! 


Fraud! 
(2ch Loos/ 






= 


J. K. LASSER, C.P.A. 
Author of “Your Income 
Tax” and “How to Run 
@ Small Business” 


As a business man, are you sure you have 
adequate records to protect yourself in an 
income tax examination? Does your busi- 
ness record system guard your business 
against possible embezzlement, and unex- 
plained cash losses? Do your records give 
you the ready information you need for 
good business management? If you can't 
answer “yes” to those three questions, 
you'll want this new book by J. K. Lasser, 
famous tax expert and management con- 
sultant! 

In. his new book, “Your Business Rec- 
ords,” Mr. Lasser explains simply how to 
avoid tax troubles and business losses, and 
cites typical examples of losses caused by 
inadequate records. He also shows you 
how to set up a low-cost, easy, system of 
record keeping that will prevent these 
losses. 

Don’t wonder if your present records 
protect you! Send the coupon and get the 
facts on today’s business record needs! 


Standard Register 


©) Papen rk Simplification 








MAIL COUPON TODAY! 


THE STANDARD REGISTER COMPANY 
106 Campbell Street, Dayton 1, Ohio 


! would like to know how to obtain a copy of 
J. K. Losser's new » “Your Business Records,"’ 
without charge. 


NAME 





BUSINESS 
ADDRESS 
city : STATE 
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NEW SYLVANIA ‘Super Deluxe Cool White” fluorescent lamp, for use in retail 
stores, is demonstrated by Sylvania engineers T. A. Sargent (left) and D. P. 
Caverly. Lamp is designed to give natural lighting, more flattering to both custom- 
ers and merchandise. It has less blue, more pink and red. 


Decade of Sales 


About one out of every five homes 
and apartments in the country will be 
equipped with air conditioning by 
1960, predicts Cloud Wampler, presi- 
dent of Carrier Corp. 

Wampler believes year-round air 
conditioning of homes will have be- 
come the largest single part of the 
entire business by 1960, with further 
sharp increases still to come. 

Wampler’s estimates of sales of 
room cooler units for this year are 
1,200,000 units, with a volume of 
$432,000,000. He forecasts a sale of 
2,300,000 units worth $828,000,000 
in 1960. 

Sales of year-round and conversion 
units will total about 100,000 this 
year, with a volume of $139,500,000, 
Wampler believes. For 1960, this 
figure will be 900,000 units worth 
$1,245,000,000. 

Second to the year-round air con- 
ditioning units by 1960 will be in- 
stallations of cooling units in indus- 
trial plants in order to provide greater 
efficiency, Wampler believes. 

During the next seven years, three 
to three-and-one-half million homes 
will be equipped with year-round cool- 
ing and heating systems, according 
to Wampler. 


Test is Success 


Zenith conducted “highly success- 
ful” tests of its Phonevision system of 
subscription TV in the New York 
metropolitan area, it was announced 
last month. 

The test was conducted in coopera- 
tion with station WOR-TY, and cov- 
ered more than 150 locations through- 
out the station’s coverage area. Fif- 
teen engineers checked to make sute 
Phonevision would function  effi- 


ciently under conditions that would 
be required with commercial opera- 
tion from a high-powered transmitter. 

“We were particularly pleased to 
find that throughout this vast area, 
including many fringe locations, our 
‘jittered’ picture was transmitted de- 
pendably and decoded reliably by our 
test receivers,” said Dr. Alexander 
Ellett, research vice president for 
Zenith. 


Promotion Briefs 

@ Each purchaser of a new Westing- 
howse Laundromat now receives a 
phonograph record of TV star Betty 
Furness telling the customer how to 
get the maximum of pleasure and 
benefit from her new appliance. The 
record explains proper use of the 
washer and promotes the Laundro- 
mat’s twin, the electric clothes dryer. 


@ Admiral has announced purchase 
of “Admiral Weekend News’’—a 
$50,000 a week package of 22 five- 
minute newscasts every hour on the 
hour from 9 a.m. to 11 p.m. Saturdays 
and Sundays over the full 348 station 
ABC radio network. 


@ Motorola has recently introduced a 
three-section full-line ‘TV and radio 
display for retailers. The 15-foot long 
display has been designed for use in 
either a store window or inside the 
store. If the entire 15 feet are used, 
five TV sets and 20 assorted home, 
clock, and portable radios can be 
shown. 


@ Schick Electric Shavers will spon- 
sor the one-hour TV show “Stage 
Show,” with Tommy and Jimmy 
Dorsey and their combined orchestras 
beginning July 3. The show is ex- 
pected to reach about 50-million 
viewers a week. 





Exhaust Dryer Troubles 


with the 


Dry-R-X Vent 


Assure your dryer customers that mois- 
ture, heat and lint will be no problem 
... Sell venting as part of the hook-up. 


The Dry-R-X exhaust unit is the sim- 
ple, economical way to vent dryers. It’s 
all rust proof aluminum. The automatic 
damper is completely weather proof 
and self thawing. 


The hood is available as a unit or in 
kits containing sufficient aluminum 
pipe and elbows for the average in- 
stallation. Alternate installation can 
be made with the new low cost, grey 
Flexible Duct, now available in 6’ and 
9 lengths. 





Ask your dryer distributor or write 
stating name of distributor and make 
of dryer you sell. 


DRY-R-X COMPANY 


| 5521 Code Ave. © Minneapolis 10, Minn. 











Quick 
easy way 


to make gas connections 


FOR LAUNDRIES, DRYERS 
REFRIGERATORS, 
AND OTHERS 









Model ST— 
for pipe connections. 







Model CT —with flared 
joint for copper tubing. 


SKINNER-SEAL SADDLE TEE—for mak- 
ing gas and water connections. No pipe 
cutting or threading. Quick. Easy. Cuts 
costs. For gas refrigerators, home laun- 


dries, heaters, etc. Write for circular. 


Approved by Underwriters’ Laboratories, Inc. 


M.B.SKINNER CO. 








SOUTH BEND, 21, IND., U.S.A 
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How TV Dealers Use Radio 


A survey by Broadcast Advertising Bureau de- 
scribes how hundreds of television dealers make effec- 
tive use of radio advertising to reach an audience 


A survey showing how hundreds of 
television dealers use radio advertis- 
ing successfully has been released by 
Broadcast Advertising Bureau, Inc. 

The 43-page report and seven-page 
summary outlines more than 600 suc- 
cessful capsule case histories involving 
radio advertising techniques employed 
by television dealers. Title of the 
survey is “TV Dealers Using Radio 
Successfully.” 

Some of the conclusions of the 
survey as reported by BAB are: 

—Two-thirds of the TV dealers who 
use radio advertising successfully 
divide their budgets between spots 
and programming; 

—The average TV dealer has used 
radio continuously for three years; 

—Newscasts, sports and musical 
shows are radio’s best selling vehicles 
for television dealers; 

—Long-time radio users claim the 
highest T'V set sales in their areas; 

—Dealers agree that radio penetrates 
the entire retail trading area better 
than newspapers, and that radio 
reaches “outside” audiences best; 

—Saturation spot patterns are used 
primarily for special promotions, and 
usually supplement a regular program 
or spot schedule. 

The report details brand name in- 
formation, names of dealers and their 
locations, radio stations and the type 
of radio advertising used. Major 
brands reported on are Admiral, Ar- 
vin, Bendix, Capehart, CBS-Colum- 
bia, Crosley, Du Mont, Emerson, 
General Electric, Hallicrafters, Hoff- 
man, Magnavox, Motorola, Packard- 
Bell, Philco, Raytheon, RCA, Senti- 








Baseball & Business 





nel, Sparton, Stewart-Warner, Strom- 
berg Carlson, Sylvania, Westinghouse 
and Zenith. 

The television dealer survey is one 
in a line of BAB series describing spe- 
cifics of successful radio advertising 
usage by retailers and manufacturers 
in primary business categories. De- 
partment stores and specialty shops 
are to be studied in the future. 

Some 800 radio stations, members 
of BAB, cooperated in the survey of 
television dealers. 


’ 
RCA’s New Plan 

RCA and a Philadelphia finance 
agency last month announced a new 
plan to finance dealer inventories of 
consumer products. 

The plan will cover inventories of 
TV receivers, radios, phonographs, 
TV-radio combinations, radio-phonos, 
tape recorders, RCA air conditioners 
and RCA Estate ranges. 

RCA contracted with the Pennsyl- 
vania Co. for Banking and Trusts, of 
Philadelphia, for an expanded pro- 
gram to assist RCA distributorships in 
financing dealer inventories. 

The new plan with the Pennsyl- 
vania bank is designed to supplement 
existing arrangements rather than to 
replace them, said J. B. Elliott, RCA 
executive vice president. RCA has 
been working with Commercial Credit 
Corp. and the Bank of America. 

“The plan will provide the means 
for financing dealers entitled to credit 
where local banks or other agencies do 
not render this service,” said Elliott. 


STAN MUSIAL, St. Louis Cardinal outfielder (right), presents an autographed 


baseball bat to W. R. Bookser, 


Keps Electric electronics division, 


in Pittsburgh. 


Bookser is contestant in Westinghouse Electronic Tube division’s ‘‘League Leaders 


and Dealers Aid’ baseball contest. 
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Denver & West 
50c higher 











SALES FEATURES THAT POINT THE 
WAY TO PROFITABLE VOLUME 


@ Monotrol Movement as- e@ Spacious platform area @ No-mar plastic feet 
sures precision weight «++ 105 sq. in. of surface 
transfer 


® Scuff-resistant rubber 


@ Choice of 7 colors: Black, mat 


White, Burgundy, Blue, 


wel 


@ Dependable accuracy 
e@ Award-winning beauty 


@ Exclusive “3-D" panora- 
mic lens 
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PF Goarexined by © 


@ Tip-proof design... scale Goo d Housekeepin ng 


is just 13%4” high 


at 
Wor As apyeanisco WS 


THE BREARLEY €CO.*® ROCKFORD, ILL, 
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\\ with ay 7 KY G40 























































THE LOAD 





SLIDES 
up stairs, 
downstairs, 
in and 

out of trucks. 


















SWING ‘s, 

forward to “> 
load... backward 
to balance the load. 





One man makes deliveries 


YOU CAN SAVE the cost of an extra man because one man and an Easload can 
handle any appliance easily and safely with its load balancing design and 
slide runner frame. And your appliance is always protected on the rubber 
covered Easload frame; it is strapped 
in place and cinched tight with built-in 
ratchet cincher. Wheels have 10 x 2.75 
cushion tires. Toe plate has two small 
rubber wheels. Frame is all welded steel. 
Handles 800 Ibs. with ease. 
Order yours today on a money-back 
guarantee of satisfaction... $53.50 
F.0.B. Los Angeles 


COLSON equipment & SUPPLY Co. 
1317 Willow Street, Los Angeles 13, California 


A 
CESCO MODEL 





A lightweight appli- 
ance truck with ratchet 4 
cincher and strap, rub- 
ber covered sled run- 
ner, tube steel frame. 
Handles 600 Ibs. Low 


priced at $39.50 

































APPLIANCE TRUCKS 


LASLOA, 
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SEVEN HOME ECONOMISTS practice 
Karniva — Temple, Tex held this 


showing various manufacturer 


their roles for the annual ‘Kitchen 
May. Home economists acted in skits 
;’ appliances. They gave kitchen demonstrations. . . 


A New Twist in Texas 


The annual “Kitchen Karnival” of Temple, 
Texas, draws 3,300 women with skits, demonstrations, 
exhibits, and, for the first time, a live television show 


lhe appliance dealers, utility execu 
tives, newspaper promotion men, 
home economists, and distributors 
who annually go all out for the 
“Kitchen Karnival’’ of Temple, Tex., 
this year added a new ingredient—live 
television broadcasting—to make the 
event a bigger success than ever. 

The Kitchen Karnival, sponsored 
each spring by the Temple Daily Tele- 
gram and the Texas Power & Light 
Co., is designed to sell electrical ap 
pliances with a mixture of skits, show- 
manship and selling presentations. It 
is one of the biggest events of that 
community, 

The first three shows of the Kitchen 
Karnival this May were presented from 


Prize Winners 





TELEVISION 
APPLIANCES 


NORMAN STONE, president of Stone 
Container Corp., presents certificate to 
Admiral President Ross Siragusa (right) 
for package award their firms won jointly 
in 1954 national competition of Fibre Box 
Association. They won second prize for air 
conditioner box 
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the stage of the Temple Municipal 
Auditorium and drew a combined au- 
dience of more than 3,300 women. 
On the closing night, however, all the 
appliance displays were moved to the 
studios of KCEN-T'V for an hour and 
a half live TV show, where home eco 
nomists put on skits demonstrating 
kitchen equipment. The climax was 
the give-away of $2,500 worth of ap- 
pliances. 

Big Audience. The live TV broad- 
cast—an innovation this year—is be- 
lieved to have resulted in an audience 
of 100,000 T'V viewers in the Temple 
area. 

The appliances dealers of the Tem- 
ple area were tied in to the hilt with 
the Kitchen Karnival. Fourteen Tem- 
ple dealers, one in nearby Rosebud. 
lex., and two in nearby Killeen, Tex., 
participated in the 28-page Kitchen 
Karnival section of the Temple Daily 
Telegram. Each store was obligated 
to run an additional half page shortly 
ifter. 

On the television show, station 
breaks showed slides of all participat- 
ing appliance stores, with comments 
from Texas Power & Light. The 
prizes, an electric range, washer, dryer, 
refrigerator, freezer, garbage disposer 
and air conditioner, were provided by 
distributors. 

All participating stores were fur- 
nished with tickets for the four Karni- 
val shows, with the last stub contain- 
ing information relative to appliances 
owned by the homemaker; age and 
make of appliances; and preference of 
next appliance to be purchased. 

Big Lead List. From these stubs, a 
lead list of thousands of names will be 
developed and furnished to each store. 
The lists will contain names, addresses 
and next new appliance desired by the 
customer. 


TV Households in the U.S. 


The fourth edition of the J. Walter Thompson 
Co. report on TV households lists the 340 leading 
markets and the percentage of TV households in them 


J. Walter Thompson Co. has re 
leased the fourth edition of its report 
detailing the estimated number of 
television households in the major 
U.S. markets. 

Che report lists alphabetically the 
340 leading T'V markets, accounting 
for 84 percent of the total TV house- 
holds in the U.S. The ratio of ‘TV 
households per total households is 
given for each market. 

The markets are identified by mar 
ket category as appearing in “Popula- 
tion and Its Distribution’ compiled 
by J. Walter Thompson Co. and pub- 
lished by McGraw-Hill. Eight cate- 
gories are used, beginning with the 
“A” market (metropolitan area with 
population over 2,000,000) and end- 
ing with the “F” market (rural 
county with below average farm in- 
come). 

Ihe report does not purport to 
show the total number of sets that can 
be reached by individual stations. Such 
material on coverage must be obtained 
from individual stations. 

Highlights of the J. Walter Thomp 
son report include: 

—TV households in the U. S. 
reached an estimated 27,000,000 on 
Jan. 1, 1954, representing a 6,000,000 
increase since the first in the series 
of reports was published in January, 
1953. 

—Of the 32,079,500 total house- 
holds included in this report, 22, 
394,333 have television—almost 70 
percent (as against 56.8 for total U.S 
households). 


Collector’s Item 


j OT 





as of Jan. 1, 1954, there were 215 
markets on the air with one or more 
TV stations. Within these markets 
there were 356 stations in operation— 
234 of them VHF stations and 122 
UHF. 

—There were 15 markets credited 
with 90 percent ratio of ‘TV house- 
holds to total households, most of 
them midwestern and eastern indus- 
trial cities. There were no markets 
with greater than 90 percent satura- 
tion listed. 

—The eight “A” markets (New 
York, Chicago, etc.) account for more 
than one-third of the nation’s total 
'V sets. 

~The eight “A” markets plus the 
35 “B” markets (metropolitan areas 
with population 450,000 to 2,000,000) 
account for the bulk of the television 
sets in the United States (61 percent). 

The TV household estimates are 
the result of J. Walter Thompson Co 
research, including information de- 
rived from a national study made by 
the ‘Thompson consumer panel. 


Hi Fi Tape 


Webcor has shipped its initial re- 
lease of high fidelity magnetic tape 
recordings consisting of six reels and 
designed for the fine music market. 
Additional releases will be brought 
out from time to time on tape, said 
H. R. Letzter, general sales manager. 
A small counter display has been de 
signed for the point-of-sale level. 








OLD WOODEN WASHING MACHINE, believed dating back to about 1880, is 
operated at right by Vern Marsh, Washington Water Power Co. representa- 
tive, at Othello Plumbing Co., Othello, Wash. The machine, recently obtained 
by Othello, was originally purchased from pioneer Spokane distributor Jensen- 
King-Byrd Co., which is still a major appliance distributor in that city. Roy Hoff, 
Othello salesman (left), shows new automatic washer for contrast, while Joe 
Camarato, owner of Othello, looks on, center. 
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Ideal for moving: 


® ranges 


© refrigerators, etc. 


YEATS patented strap ratchet grips ap- 
pliances vise-tight without marring in 


30 seconds or 


less! This on-in-a-flash 


loading plus on-a-dime wheel pivoting 
and light weight, aluminum alloy con- 
struction save costly labor time on every 
appliance delivery. You'll find a YEATS 
dolly more than pays for itself. 


YEATS Seolact” COVERS & PADS 





SEND postcard for full information 
on our complete line TODAY! 


eats 
appliance dolly sales co. 


2127 N. 12th St. 


Milwaukee 5, Wis. 








IF . 


YOU CHANGE YOUR ADDRESS 


Be sure to notify us at once, 
so future copies of ELECTRICAL 
MERCHANDISING will be de- 
livered promptly. 


Also make certain you have 
advised your local Post Master 
of your new address so other 


important 
astray. 


Both the 


mail doesn’t go 


Post Office and we 


will thank you for your thought- 
fulness. Mail the information 


below to: 


Subscription Dept., 


ELECTRICAL MERCHANDIS- 


ING, 330 W. 42nd St., New York 
36, N. Y. 

NEW 
Name 
pee er ee er ee 
City Zone.... State 
A Title..... 

OLD 
Pree ep ts pen 
erty 
Gi iiss. ative Zone State...... 


ELECTRICAL MERCHANDISING 


330 W. 42nd St. 


N. Y. 36, N. Y. 











DISTRIBUTOR 
APPOINTMENTS 


American Kitchens—Weiss & Besser- 
man, Inc., New York, N. Y. 

Amana Refrigeration, Inc.—Don An- 
derson, Inc., Fresno, Calif.; Western 
Appliance Corp., Denver, Colo. 

Arvin Industries, Inc.—Gem Electron- 
ics, Hicksville, L. I., N. Y.; Cross 
Island Electronics, Belrose, L. L., 
N. Y.; Davis Radio Distributors, 
Mt. Vernon, N. Y.; Acme Elec- 
tronics, Brooklyn, N. Y. 

CBS-Columbia, Inc.—Shelborne Corp., 
Scranton, Pa.; Judson C. Burns, 
Inc., Philadelphia, Pa. 

Dominion Electric Corp.—Consoli- 
dated Electric Supply Co., Miami 
& West Palm Beach, Fla. 

Emerson Radio & Phonograph Corp. 
—Dorosin Distributing Corp., New 
York, N. Y. 

Finders Mfg. Co.—David Sharf As- 
sociates. 

Fasco Industries, Inc.—Gover Co., 
Charlotte, N. C. 

Jet-O-Mat, Inc.—Lester J. Hartman, 
Jacksonville, Fla; Nelson Heintz 
Assoc., Buffalo, N. Y.; Ross-Borne- 
man Assoc., New York, N. Y.; 
Larry Malloy, Dedham, Mass. 

Kelvinator-Leonard—Hendrie & Bolt- 

hoff Co., Denver, Colo. 

anders, Frary & Clark—Electric 

Supply Co., Wichita, Kan.; We- 

dell Electric Supply Co.; Great 

Bend, Kan.; Midland Distributing 

Co., Fargo, N. D.; Tri-City Radio 
Supply Co., Davenport, Iowa. 

Ampro Corp.—Beetem & Brody, Inc., 
Philadelphia, Pa.; U. S. Recording 
Co., Washington, D. C.; Minsky 
Brothers & Co., Pittsburgh, Pa. — 

Quicfrez, Inc.—-Our Own Hardware 
Co., Minneapolis, Minn.; Peter J. 
Medema & Sons, South Bend, Ind. 

Radio Corp. of America—RCA Victor 
Distributing Corp., Los Angeles, 
Cal.; Jerry Achtenhagen & Sons, 
Inc., San Diego, Cal.; East Coast 
Appliance Co., Columbia, S. C. 

Remington Corp.—German Engineer- 
ing Co., Albuquerque, N. M., 
Unit Air Conditioners, Inc., Cleve- 
land, Ohio. 

Republic Steel Kitchens — Record 
Supply Co., Reno, Nev.; W. A. 
Case & Sons Mfg. Co., Buffalo, 
N. Y. and Nashville, Tenn. 

Stromberg-Carlson — ‘Tower-Binford 
Electric & Mfg. Co., Richmond, 
Va. 

Sylvania Electric Products, Inc.—Tom 
P. McDermott, Inc., Tulsa, Okla.; 
Mack Electric Supply Co., Dothan, 
Ala. 

Thor Corp.—Motor Radio Co., Inc., 
Kansas City, Mo.; Graybar Elec- 
tric Co., Inc., Columbus, Ohio. 

Welbilt Stove Co., Inc.,—Tel-Electric 
Distributors, Inc., Spokane, Wash.; 
Gilbert Bros., Portland, Ore. 

Westinghouse Corp.—Raymond Ro- 
sen & Co., Philadelphia, Pa. 

Whirlpool Corp.—Brightman Distri- 
buting Co., St. Louis, Mo.; 

Youngstown Kitchens — Bruno-NY, 
Inc., New York, N. Y.; General 
Appliance. Co., Omaha, Nebr.; 
Intrasouth Div. of Interstate Elec- 
tric Co., Shreveport, La.; Roth Ap- 
pliance Distributors, Milwaukee, 
Wis. 
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| ‘thawe’s no bargain like the 


The Amdnea “de 


Today you can buy ANDREA for practically the 
same amount you’d pay for the lowest priced sets. Yet, 
you'll be selling one of the highest quality TV sets. 


ANDREA TV is trouble-free.* Add to this, many other 
exclusive features and you'll have the perfect ingre- 
dients for successful selling and greater profits. 


> na 2, '* y 
wooden cabinet 





ee 


% 22 tubes (21” Picture Tube) 


* Four IF stages 


% 41 MC Video IF 





% 82 channels, UHF-VHF, 
one knob control THE ANDREA LIDO 


Write today for complete information on the generous 
ANDREA franchise and see for yourself. 


ANDREA RADIO CORPORATION 
27-01 BRIDGE PLAZA NORTH, LONG ISLAND CITY, N.Y. 


*Independent surveys show that ANDREA television 
receivers average less than one service call per year. 





ee 








FEATURING 
AMAZING 
“TOP-SUDS” WASHING 


Show your customers what a 
difference the Floating Agitator | 
makes. Rinses the dirt out as 
it washes. Clothes wash in the 
clean top suds. Dirt sinks to 
the bottom. Get complete de- 
tails. Write. 






VOSS WASHER CO ‘a : ' 
. NOTICE: Repair parts available on all 
KELLOGG, IOWA Voss washers. Order direct from Kellogg, 
Iowa. 


PAGE 181 









VECO 
Air Conditioner 











IN SIZES TO FIT 
ALL LEADING UNITS 


Made of Tough 
22 Oz. VINYL 
COATED 
FABRIC 


* Crackproof | 
* Waterproof 

* Mildewproof 

* Fireproof 

* Easy to Install 





Protect valuable motor, coils, condensers, filters, etc., from winter 
exposure. Keep out dirt, water, snow—tend to prevent rust and de- 
terioration. Cut off winter drafts. 

Of fine vinyl coated fabric, not to be confused with film type ma- 
terials that crack and fail. One-piece face construction means greater 
beauty and longer service. 

A big new market for Ero Air Conditioner Covers. Thousands of units 
in use! Low priced—to obtain the volume market and yield excellent 
profit. Beautifully designed and packaged. Excellent for bonus or 
premium offers. 


Write Now for Complete Information 


ERO MANUFACTURING COMPANY 


714 West Monroe Street Chicago, Illinois 








COMPLETE LINE! 
ATTRACTIVE APPEARANCE! 
FEATURES THAT SELL! 
EASY INSTALLATION! 
TROUBLE-FREE PERFORMANCE! 
FULL PROFIT! 











GOT WHAT YOU WANT 
in WATER SOFTENERS! 


No two ways about it— MODERN ’s 
i the moneymaker in water softeners! 
: Because MODERN gives you— 
everything you want. Top quality line 
—in models and sizes for every need. 
Exclusive features that close sales 
quick. Easy installation. Trouble- 
free performance. Right prices— 
with full profit on every unit. Go 
MODERN—and make money in 
the softener business. Ask your 
wholesaler—or mail coupon for 





. 





COMPARE! SEE WHY! 


Complete line—automatic elec- 
tric, single control, brine tank, 
and dry salt models « Residential 
sizes to 100,000 grains capacity, 
commercial to 1,000,000 grains 
@ Triple-duty minerals soften, re- 
move iron, filter sediment ¢ Extra 
heavy gauge steel tanks elec- 
trically welded and hot dip galva- 
nized « Top styling, attractively 
finished in white baked enamel 











10 year warranty details. 
Pree r oreo oeeoeeooosesosorosesr== "1 
MAIL COUPON FOR DETAILSP; = wopern WATER EQUIPMENT CO. ' 
; Dept. EM, West Chicago, Ill. : 
nh () } ERN i Send full details on your complete line of water softeners. 4) 
i ! 
' Name_ aie — ; | 
¢ | : 
a. ee ee | 
i i 
mean’ pusiness = ! 
i tate 
eee vir coapenerwonen oat 
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NEW POSITIONS 








Norge—Harold P. Bull, formerly vice- 
president and director of sales for 
Apex, has been named director of dis- 
tribution. Bull was at one time sales 
manager for Bendix. 





Midwest Manufacturing Corp.—L. H. 
Moos (above) and Evans T. Morton 
have been elected vice presidents. 
Moos will also serve as general manager 
of the Admiral Corp. subsidiary. 


Servel, Inc.—Paul R. Kennedy has 
been appointed southern regional man- 
ager with headquarters in Atlanta, Ga. 


St. Charles Mfg. Co.—O. R. Beard- 
sley, a district supervisor since 1947, 
has been named director of market 
research and development. 


Motorola, Inc.—Allan G. Williams has 
been appointed manager of marketing 
administration, a newly created post. 


Republic Steel Kitchens—Roger W. 
Pankonie has been named Minne- 
apolis-St. Paul sales representative. 


Stewart Warmer Corp.—Bennett Arch- 
ambault (above) has been elected 
president and a director of the firm. 
James S. Knowlson was reelected as 
chairman of the board. 


Westinghouse Electric Corp.—R. F. 
Spangler has been appointed na- 
tional sales representative for laundry 
equipment. Norman M. Fair is the 
newly named market planning super- 
visor for the corporation’s northwest- 
ern region. 





Waring Products Corp.—Robert B. 
Downey has been named merchandis- 
ing and advertising director of Waring 
Products, a subsidiary of Claude Neon, 
Inc. 


Fresh-nd Aire—Frank Power has been 
named contract sales manager. 


Motor Products Corp.—James T. 
Hagan has been appointed eastern 
regional sales manager for the Deep- 
freeze Appliance division. 





3 . 


Radio Corp. of America—Henry G. 
Baker (left) has been named vice-pres- 
ident and general manager of the new 
RCA Victor TV division. James M. 
Toney (right), former director of distri- 
bution, consumer products, has been 





appointed general manager of the 
newly created RCA Victor radio and 
“Victrola” division. Both of these 
activities were formerly incorporated 
in the RCA Victor Home Instrument 
division. 
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White Sewing Machine Corp.—John 
C. Roeder (above) has been appointed 
advertising manager of the firm. 
Roeder will continue to direct the 
advertising of White’s subsidiary or- 
ganization, Domestic Sewing Machine 
Co. Inc. Georgia Arthur has been 
named director of special services. 


Magnecord, Inc.—James R. Butler has 
been appointed director of advertising 
and sales promotion. 


Gibson Refrigerator Co.—Alex Kuehl- 
thau has been appointed divisional 
manager in Spokane, Wash., and 
Herschel Johnson to a similar post 
for the state of Texas. Edwin K. 
Herring is named headquarters mer- 
chandise specialist. 


Norris-Thermador Corp.—Thomas A. 
Linthicum has been named district 
sales manager for the state of Ohio 
with offices in Cleveland. 


Amana Refrigerator, Inc.—Wayne E. 
Harger has been named research man- 
ager and Joe S. Davis, southern 
regional sales manager. 


Casco Products Corp.—W. F. Thomp- 
son is the new field sales manager of 
the heating pad division of Casco 
Products. 


Capehart-Famsworth Co. — Walter 
Law has been named as the sales 
manager of the company’s north- 
west television and radio sales district. 
The district covers the states of Wash- 
ington, Oregon, Idaho, Utah and 
Montana. 


Pentron Corp.—Robert L. Farnsworth 
has been appointed to the position of 
assistant sales manager. 


Apex Rotarex Corp.—J. C. Frantz, 
(above) most recently contract sales 
manager for the firm, has been named 
sales manager, and C. E. Price has 
been made field sales manager. Frantz 
has been with Apex since 1946 while 
Price has been with the company for 
34 years, much of the time in the field. 


CBS-Columbia—Richard R. Averill 
has been appointed district manager 
in the northwest and Harold D. 
Brandt to a like post in the Louisiana, 
Tennessee, Alabama area. 


General Electric Co.—Robert M. 
McElefresh has been general manager 


of the radio-television sales district in 
Charlotte, N. C. 





Hamilton Beach Co.—Amold O. Wolf 
(above) has been named vice-president 
and general manager succeeding T. B. 
Myers. Myers becomes vice president 
of the parent company, Scovill Manu- 
facturing. 


O. A. Sutton Corp.—Charles B. Dou- 
glass has been named as sales repre- 
sentative for Vornado in the Texas 
area. 











The 


TARZIAN 
TUNER 














SOCCHHCEOC CCC HOSS ESESOSESESE 


@ A compact, 


ww is 


iM Ot iitita! 
—~Combination UHF-VHF 


combination tuner (the 


world’s smallest) for covering the entire 


UHF-VHF bands. 


@ Straight line electrical sequence of com- 
partmented circuits. 


@ Simple, coaxial tuning. 


@ Stage shielded. 


@ OVERALL PERFORMANCE MAKES 
ANY SET A BETTER SET. 






Write for folder covering complete 
description and performance data. 


SARKES TARZIAN, Ine. 


Tuner Division 









Bloomington, Indiana 





Avco Manufacturing Corp.—Earl V. 
Sala, Jr. (left) is dryer sales manager 
for the Bendix Home Appliances divi- 
sion. H. J. Allen (center) and John S. 


Mills (right) have been named by the 
Crosley division as refrigeration sales 
manager and general sales manager for 
radio and television, respectively. 
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ommummms SEARCHLIGHT SECTION comme 








ance of experienced staff essential. 


to advertisement No. 60. 


CONSULTANTS 





WELLING & WOODARD, 


52 VANDERBILT AVE., NEW YORK 17, N. Y. 
IN PLANNED DIVERSIFICATION 


INC. 


WANTED TO BUY 


A Successful Business 


Making a distinctive product or line sold to 
able consumer products. Annual sales, actual or potential, $1. -$4 million. ath am 


s of dur- 


Our client is a nationally known Eastern manufacturer whose years of experience 
in this field would be beneficial to a new product or line. 
We are management engineers compensated by our client. Brokers protected. 
Replies held in confidence. Please write, or telephone LExington 2-3616, referring 








UNDISPLAYED RATE: 


$2.25 per line per insertion. Minimum 8 lines. 
(First line in small black face type.) Frac- 
tions of a tine count as liné. Discount of 
10% if full payment is made in advance for 
4 consecutive insertions of undisplayed ads. 


request. 





MERCHANDISING 


SUPPLEMENT 


Products, Services — For More Sales, For More Profits 


DISPLAYED 


$21.50 per inch per insertion. Contract rate on 
(An advertising inch is measured 
vertically %” on one column. There are 4 
columns—48 inches to a page.) 


RATE: 

















WANTED 


By well established, medium size, 


stores, mail order houses 


“NEW ELECTRICAL PRODUCT | 
TO MANUFACTURE AND MARKET 


independent manufacturer of electro mechanical devices. 
department 








Has national distribution through finest hardware, electrical distributors, 
Interested in new product to make and market. 
Basis outright sale or royalty. 








| BO-1859 ELECTRICAL MERCHANDISING 330 W. 42 St., New York 36, N. Y. 
REPLIES (Bow No.): Address to office nearest you 
NEW YORK: 830 W. 42nd St. (36) MA AGER 
CHICAGO: 520 N. Michigan Ave. (1?) 


SAN FRANCISCO: 68 Post St. (4) 








SELLING OPPORTUNITIES OFFERED 





SEE OUR Connecticut Direct-A-Call ad in 
this issue’s Merchandising Section. We are | 
seeking aggressive sales representatives to | 
rganize and set up dealer outlets in key 
areas. This igs an exceptional profit opportu- 
nity backed by over 60 years of experience in 
1anufacturing quality communication equip- 
ment. Highly appealing and fast moving low 
ost telephone intercommunication system is 
backed by national advertising and sales pro- 
motion program. Send resume of experience 
and qualifications to Sales Manager, Inter- 
om Division, Connecticut Telephone & Elec- 
ec Corp. in Meriden, Conn 
WANTED MFGR., REPS now selling TV-Furn 








Trade Young, strongly financed Chicago 
Mfr. of wrought iron TV and Hi-Fi tables and 
W.I 28 capend ng sales force, requires 
Mfrs Re »ps in most territories—Reps now sell- 
ng TV or Furniture retail and wholesale out- 

ts with one or two non-conflicting lines 
L ne s smartly designed, competitivelv 
riced nceludes promotional numbers. Lib- 
ral commission, mail order credit, protected 

rrit Full details, please including age 
nes carried, exact territory covered, home 
idress 1 h r RW-2877, Electrical 
ferchandising 
DISTRICT SALES Managers. Capitol Kitch- 
ns, a division of this firm founded 36 years 
a€ competent district representatives 
» of a newly designed and finest 
if steel kitchen cabinets to Dis 
“Plumb ne Whol salers and large 
projects Must be qualified with 
il ot bar ker und including sales 
r and deal training and kitchen 
uyou and desig Drafting engineering or 
hr il back und highly desirable. Men 
select satablion and franchise Distribu- 
rs, train them, and follow through on an 
ntens nationally advertised program 
Drawing account and incentive earnings plan 
assures substantial income to producers. Sev- 
ral eastern and midwestern territories open. 
F ull deta Is please in first letter. All replies 
ynfidential. Hubeny Brothers, Inc., Roselle, 
N J 


SELLING OPPORTUNITY WANTED 


RETIRING PHILADE LPHIA ” Aoplianes 

Dealer age 45, seeks to represent manufac- 
turer. 25 years experience in all phases of 
electrical appliances, equipment, electronics, 
refrigeration, lighting & ventilating engineer- 
ing, modern kitchen planning etc. High 
D & B rating Loyal efficient worker. Can 
provide office, warehousing space & delivery 
service if required. RA-2962, Electrical Mer- 


chandising. 


BUSINESS OPPORTUNITY 


Western Kansas. Won- 
grossing over $60,000 an. 


Hardware-Appliances, 
derful Trade area, 


nually Many advertised name brand lines. 
Owner has other interest and sell at once, 
yours for just inventory. This store should 


pay ut in two years 
juest Code 


Free pictures on re- 


sas City 


Missouri. 


WANTED ; 


ANYTHING within reason that is wanted in 

1e field served by Electrical Merchandising 
an be quic kly loc ated through bringing it to 
the attention of thousands of men whose in- 
terest is assure es because this is the business 
iper they read 





New Advertisements 
received by July 14th will appear in August 
issue, subject to space limitations. 
Address copy to the 
Classified Advertising Division 


Electrical Merchandisin 
330 West 42nd St., New York %, N. Y. 











4045 Continental 804 Grand Kan. | 


age. 


experience, 


education, 
Applications will 
confidential. 


A reputable and highly regarded manu- 
facturer of appliances desires to appoint a 
Sales Manager to take charge of national 
sales of appliance. Applicant must have 
had successful experience in washer and 
dryer selling and merchandising and in 
training sales organization. 


Write at once giving complete details of 
background and 
be held strictly 


P-2949, Electrical Merchandising 


520 N. Michigan Ave., Chicago 11, 


Ill, 








SALESMEN CALLING ON 
ELECTRIC APPLIANCE DEALERS 
LIBERAL COMMISSION! 


Steady extra income potential 


Sell as a sideline 
of unique buying and selling aids for 
pliance dealers 


NO COMPET 
a fully tested and accepted line 
electric 


ON! 


Box 1189, 217-7 Ave. N. Y. 


ap 








manufacturer. Can relocate. 
SA-2895, Electrical Mer 
520 N. Michigan Ave., Chic 


Manufacturers Attention 


Young married man with several years successful 
selling with wholesale distributors in the central 
states now wishes to become associated with a 


handising 
ago 11, 


Ill. 





A proved, fast profit maker: 


makes volume 


outlet. 





5-station system: RETAIL LIST $157 oF wall. 


CONNECTICUT TELEPHONE & ELECTRIC CORP. 


ling pushbuttons, 
batteries, or electronic devices. 
Every phone is a master station—can call 
every other phone. Mounts on top or side of desk 
Unbreakable plastic housing. 
for catalog and discount schedule. 


Connecticut DIRECT-A-CALL 


2-TO-5 STATION PRIVATE TELEPHONE 
Top quality private telephone intercom at this low price 
DIRECT-A-CALL 
as a lamp plug, with screw terminals. 
no tricky switches. 


sales. 


138 Britannia St., Meriden, Conn. 


INTERCOM 


installs easy 
Direct signal- 

No tubes, 
Plugs into 110 V 


Write today 








Modern Appliance Displays 
Need 3 MOTION! 


The Action to: ‘Sh 0 


Your Sales! Caortant a3 


THE OLDEST NAME in turntables assures you 
profitable, trouble-free operation. U: by 
merchants nationwide for unusual action dis- 
plays. Model 712 ROTO-SHO illustrated, re- 
volves 3 times a minute, permits novel, self- 
contained lighting effects as well as opera- 
tion of electrical devices. Table 18” "ae. 
meter. A.C. only. Sturdy steel construction. 
Guaranteed. Write today for complete turn- 
table catalog including build-up fixtures! 


Carries up M 













DE 





onvitacturers 


Roll ‘em with ROLL-OR-KARI 
DUAL TRUCKS 


The safe, easy and 
quick way to han- 
dle appli 








Patented Step-On 
Lift — Retractable 





REGULAR MODEL equipped with fixed wheels. 
swivel wheels at one end. 


LUXE MODEL wit! 


Write Dept. B 


ROLL-OR-KARI CO. 





b wheels. Cap. 1.000 
Ibs. Ship.wt. 45 Ibs. 





ZUMBROTA, MINNESOTA 











motors and Sie 
urners. 
delivery 
KASSON ny MOT . 
~ és -, . eon. Integrity 
Stampin Co Since 
opt. 65, 32-1 4 Northern ye 1919 
‘Teas isiand City |, 








Burt Sane 


manufacturers’ agent 


57 somerset dr. 
great nech.NY 


Territory covered- Metropolitan New York 








F, 


Attention Dealers 


REPAIR SERVICE 


FOR ELECTRIC 
RANGE OVEN CONTROLS 


Hart © Robertshaw 


Wilcolator 


Send old controls to us 


2909 Detroit Ave. 


CUTHBERT, 


for prompt repair or estimate 


INC. 
Toledo 10, Ohio 








NEW on’ USED CLOSEO 


AJAX FURNITURE OUTLET, 
1000 Rockaway Ave. 


et on our mailin 


FOR SALE 
USED REFRIGERATORS 


Electric or gas muon truck or trailer 
1s WANTED 


Brooklyn 12, N. Y. 














Rebuilt 


#30 ELECTROLUX 
REBUILT SWITCHES 


Sold outright or exchanged 
Write for particulars 


by 


CENTRAL VAC. CL. CO. 
4509 - 104 St. Corona, L.1., 





N.Y. 








This ar 


FAMOUS 


Just insert wire 
ends and crimp 


ight with ordi- 


Permanently 
broken wires and co 
electric 
motive 


cheaply 


splices 
Is in 


appliances, auto- 


and industrial 
equipment. Make repairs 
and splices quickly, 
5 Sizes 


WRITE FOR CATALOG 


& FREE SAMPLE 


MEND-IT SLEEVE MFG. CO. 


136 Bonita Ave. 


Piedmont 11, Calif. 





MERCHANDISING 
SUPPLEMENT 
Section 


is an adjunct to other advertising 
in this issue with these additional 
announcements of products and 


services of special interest in the 


For Safe and Easy Handling 


of Ranges, Refrigerators, 


Home Freeze and Air 
Conditioning Units, 
Radio, Television 


and Window Cooling Units 


SELF-LIFTING PIANO TRUCK CO. 


426 North Main Street 


Findlay, Ohio 








sale and servicing of appliances, 
Radios, Televisions and in other 


merchandising opportunities. 


ELECTRICAL 
MERCHANDISING 











ROHN 


TV Service Table 





Eliminates moving or lift- 
ing the set from the time 
it enters your shop till the 
time it leaves 


Table places set at proper 
height for servicing. Large 
»” casters means steady, 
unruffied ride! 


Excellent for use in hos- 
pitals, institutions, service 
organizations, eto. Dozens 
of uses—sell them in your 
community! 


Call on Your Authorized Rohn 
Representative Or Write Direct 


ROHN MANUFACTURING CO. 


116 LIMESTONE, BELLEVUE, PEORIA, 





ILL, 
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EDITORIAL 








Industry at the Crossroads 


AST year we sold over $5 billion worth of appli- 

ances and $2} billion worth of radio and TV for 

a total of over $74 billion. In the last pre-war year 
of 1941, appliance volume was only $1 billion and radio 
$416 million for a total of less than $14 billion. Today's 
business, therefore, is five times the pre-war level. And 
that brings up some questions: We are doing an enor- 
mous business, but are we making any profit? Why are 
distributor and dealer failures mounting at an alarming 
rate? Have we reached the crossroads in our traditional 
form of distribution? Have we done such a thorough 
job of educating the public to look with cynicism on 
our list price structure that we are becoming the first 
victim of our own short-sightedness? 

The discount craze is no longer an isolated phenome- 
non, confined to a few major markets; it is a national 
contagion that has infected buyer and seller alike. The 
virus has spread through the whole field of consumer 
durables—including the once proud auto industry. Nor 
can we single out just the “straight” discount house as 
the villain in the piece. There is no black and white 
anymore—just a general gray. 

Sure, the costs of distribution are being lowered—to 
the consumer. But the saving to the consumer has to 
come out of somebody's pocket and, in our industry, 
you know whose pocket it is—the distributors and the 
dealers. 


OW long can they stand the gaff? More and more 

of them are crying, “If you can’t lick ’em, join em!” 
And they are finding to their sorrow that they are not 
equipped by training, experience or capital to play the 
game the way experts do. 

Now, there is nothing immoral about discounting. 
There is even disagreement about the merits of Fair 
Trade. One law upholds the principle of resale price 
maintenance; another makes it illegal to fix prices as 
being “in restraint of trade”. The discounters claim to 
be the heirs to our business, because they have learned 
to sell on lower margins and therefore are the “new 
appliance supermarkets”. They are banding together 
regionally and nationally to take the offensive in the 
incipient struggle for domination in the distribution of 
our goods. And who can say they will not prevail? 

All of which brings us to some obviously sobering 
thoughts. 

1. Discount selling and adequate servicing at the 
local level are incompatible. The service function must 
inevitably resort to either the manufacturer’s centralized 
service depots; the distributor assuming the major serv- 
ice responsibility; or utilities engaging heavilv in this 
field to protect their load. 

2. Discount selling and selling the need are incom- 
patible. Discount selling is predicated on the manu- 


facturer’s pre-selling the need and the customer’s obvi- 
ous interest in obtaining nationally-advertised brands 
at little over distributor's cost. And it might be noted, 
parenthetically, that pre-selling at the national level 
means that the local dealer’s specialty selling function 
is continually being whittled down. 

3. The handling of trade-ins, traditionally a dealer 
function, and one which is now as important as the used 
car market in the automotive field, will be completely 
neglected. Discounting makes no provision for trade-in 
allowances, unless the entire price-cutting process is 
based upon excessive trades rather than percentage off 
list. 

4. National chains are expanding their operations in 
company-owned stores and franchised dealers. Dis- 
counters have confronted them with their first serious 
competition in years. Are they going to take it lying 
down? 

5. If volume becomes increasingly the criterion of 
production, how long will it be before manufacturers 
recognize big discount operations as “legitimate” and 
sell them direct? The builder is sold direct, in many 
cases, today. The warehousing and credit functions of 
the distributor, in that case, will be in little demand. 

But the evidence is plain that any type of discount 
operation—be it an industrial buying club, a labor 
union, a phony “builder”, a “straight” discount house, 
a trans-shipper, a ten-percenter or what has laughingly 
been referred to as a legitimate cut-throat dealer—can 
buy all the merchandise they want from normal sources 
of supply at prices below dealers’ cost. 


AYBE it is all an inevitable result of over-produc- 
tion at the manufacturing level. Certainly a 
great struggle for supremacy or survival is going on 
there. Maybe the law of supply and demand is oper- 
ating normally in our historic free enterprise system. 
Maybe we are undergoing a mere “shaking down” 
process following the war when thousands of compara- 
tively inexperienced and under-financed _ retailers 
jumped into the business for a ride on the gravy train. 
Maybe our customers don’t care about our well- 
lighted stores, our warranties, our delivery, installation 
and service, our free demonstrations, our financing, our 
premiums or our trade-ins. Maybe they want to buy, 
rather than be sold. But we haven’t given them much 
chance to choose between our service and our price. 
At any rate, the head-in-the-sand attitude isn’t going 
to work much longer. We are going to have to face 
the fact that a new day is dawning in our business— 
and it may be accompanied by a pretty heavy hangover. 


* Excerpts from a talk at the National Association of Electrical 
Distributors, Atlantic City, N. J., June 9, 1954. 
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How to keep 


the bread and butter 


coming your way 


N 1953, over a million-and-a-half women 
demanded the whiter wash and lower cost 
that only a wringer washer provides. They 


bought about half ofall washers sold by dealers. 


Gals like these, who know value, will con- 
tinue to make wringer washers your bread 
and butter. 


To keep the bread and butter coming your 
way, display and demonstrate wringer 
washers with Lovell wringers. Women know 
the Lovell name. They have confidence in it. 
And these Lovell features will help make 
your selling job even easier. Lovell Mfg. 
Company, Erie, Pa. Also makers of Lovell gas 
and electric drying systems. 


Remind every customer that she can get 
her wash done quickest with a wringer washer 
and automatic dryer —and that the combi- 
nation costs less than she thinks! 






remaining in clothes is 
y Lovell’s Pressure- 
lient rolls are kind 
ppers oF 


: ly 
Dirt normal 
gently squeezed out b 


i tion. Resi 
leansing action Sea 
delicate fabrics, won't jam 


break buttons. 


—— — ad 





4. DOES HEAVY LIFTING! 


Conveyor action of a Lovell wringer does 
90% of the heavy lifting. No more wor- 
ries about washday backaches. 


BOS. cece 


toa ss 5. SAFE! 
MATIC S mon wringers give AUTO 
trite cid ! Pi Pull on clothes 
Pressure o, Fame releases ro/) 


M Lovell’ 

J S new “49” A 
Lut 2 sgh pul stops may, wn. 
ovell’s famous "77" * Instantly on 


Here’s Just the Sales Ticket... 


* for women who do not want a wringer washer... 
* yet think they can’t afford a “‘fully automatic’’... 





NOW, NEW KELVINATOR | 
‘SEMI-AUTOMATIC WASHER 


with proven automatic washing features 





COMPLETES THE WA 


the many housewives whe 


SHER SALES PATTERN 


don’t want 


: but 
6 nswer to ully automatic . - - 
Here’s a sure- z nee who yearn for a fully 
. r wa fal 
another wringe 


“natural” to bridge ¥Y tic 
isastep-up na lb. semi-automa 
‘oe. Here, too, 18 28 It’s a full 9 1b. 
shy at the price- 


ic. : automatic 
inger model to the fully automat . ures with sem auto 
a wr 


d 
: + want to spen 
combines earn for i — 
2 iall 1 ea cs . ‘ 
economy. HvPermanent washer installation 
money © 


HAS ALL 3 GR 
EAT 
OF KELVINATO Pp 


NG FEA 
R’S FULLY AUT oe 


— 


' 


Shampoo Ww 
You've got the answer in Kelvinator! New Kelvinator Semi-Auto- we half 


, ving nin x coe Agios To ATT 
matic Washer—Full 9 Ib. Capacity—“Shampoo Washing"—"X-Centric : Washi thes like hand Overflow Rinsi 
Agitation" —“Overflow Rinsing” —Spin Drying—Top Loading—Hot and ashing. It’s , 

Cold Water Through One Hose. No permanent installation needed to 


yet thorough! extra-gentle, 
demonstrate on your floor or operate in the home. Mobile base may be 
attached in minutes. 





nator Automatic Type Washer 
en pe MOBILE for only *f 0! 


Push the lever “down” and the 
casters go down Now it's ready 
to roll anywhere out of the way 


Push the lever “up ' and the 
washer is firmly on its feet 
Operates anywhere there are 

faucet and drain outlets 


assembly easily, quickly installed 





Model Sw (semi-automatic) 
ass a washer with de 
ng ability and fewer 


In every price cl 
tures, more washi monstrable fea- 


service problems. 


Division of American Motors Corporation, Detroit 32, Michigan 
ELECTRIC REFRIGERATORS HOME FREEZERS . WATER HEATERS . 
IRONERS . GARBAGE DISPOSERS 


KITCHEN CABINETS AND SINKS 
WATER COOLERS ROOM AIR CONDITIONERS 


. WASHERS . DRYERS 
. DEHUMIDIFIERS . 


COMMERCIAL REFRIGERATION 





